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Rough Proofs 


This is a year of upsets. After 


Carnegie Tech beat Pitt, Jim Far- 
ley was willing to admit that any- 
thing might happen. 


a, a 


They're showing how advertising 
of the right kind can elect Tom 
Dewey president in 1940. Too bad 
they didn’t arrange to release the 


copy in 1938. 

7 VY F 
Our civilization has created a 
philosophy of defeat, says Dr. 


Henry C. Link. Even when they 
refuse to accept the offer of $30 
every Thursday? 


. | 


If Orson Welles doesn’t succeed 
in searing people to death in be- 
half of Campbell’s Soup, a lot of 
hopeful listeners will be badly dis- 
appointed. 

v v v 


Too bad repeal came along when 
it did. Coca-Cola’s net for the first 
nine months of this year was only 
$21,000,000. 


ode ble | 
Two more electric razors are 
crowding into the market, even 


though about all the prospects left 
now are the little shavers. 


ie Se 


“Avoid superficial public rela- 
tions, bankers warned.” 

Unlike beauty, they must be more 
than skin deep. 


, a ae 


Advertising is making real prog- 
ress. Now a color photographer 
gets to go to Hawaii to make pic- 
tures of pineapples. 


=~ © F¥ 


Sunkist offers “the five prize 
lemon recipes of 1938,” and insists 
it isn’t making any cracks at Cali- 
fornia politicians, either. 


7 = = 


This subscription business is 
really getting tough. A magazine 
offers an ax and a bowie knife as 
extra equipment for its salesmen. 


a ek 


Thurman Arnold says advertis- 
ing helps monopoly by enabling the 
big spender to have everything his 
own way. The big fellows wish it 
were that easy. 


* ¥ F 


Af fter reading Professor Dickin- 

ns analysis of the power of the 
old folks, politicians may decide 
to avoid going over the hill to 
the poor-house. 


no 
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When tired my mother gives 
Dole pineapple juice to drink.” 
But that’s not what usually 
ikes her tired. 
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mome of 
C gists 


the professional 
who offer their 
to advertisers 
made most of their 
in the psychiatry 


psy- 
expert 
seem to 
observa- 
clinics. 


ces 


vgy¥seey? 


you hear a joyful voice carol- 
God’s in his heaven and all's 
‘ with the world,” it’s probably 
Republican. 
Copy Cus. 


Paramount Pictures 
Plans Entry into 
Television Field 


New Jersey Transmitter 
to Be in Operation by 
First of the Year 


(Pictures on Page 8) 

New York, Nov. 10.—The entry of | 
Paramount Pictures into the field of 
television through purchase of the 
Allen B. Dumont Laboratory near 
here loomed today as the most sig- 
nificant development of the week in 
this increasingly active field. 

Paramount’s announcement, made 


by Stanton Griffis, chairman of the | 
in | 
Hollywood, projected the belief that | 
television will aid rather than harm | 


company’s executive committee 


the picture industry. The somewhat 
expansive plans outlined by 
Griffis indicate that Paramount will 


manufacture and sell television sets | 


through Dumont, that it is negotiat- 
ing for a chain of telecasting sta- 
tions throughout the country and | 
that it is prepared to spend millions 
of dollars in the further develop- 
ment of its plans. 

Mr. Dumont, whose laboratory is 
located in Passaic, N. J., told ApDvER- 
TISING AGE that he had been experi- 
menting in television transmission 
for the past seven years and that he 
is the inventor of his own televising 
apparatus. A transmitter is now be- 
ing erected at Passaic and is ex- 
pected to be in operation by Jan- 
uary, presumably under  Para- 
mount’s control. 


Now Priced at $395 


Some Dumont television sets are 
now on the market, priced at $395. 
Mr. Griffis, however, predicted that 
sets would soon be placed on the 
market which would sell at a price 
ranging from $150 to $200, a pre- 
diction, incidentally, which evoked 
some surprise from radio manufac- 
turers who indicated that it would 
be difficult possibly to market sets 


(Continued on Page 8) 


Colorado Votes 


for Retention 
of Chain Tax 


Denver, Nov. 10.—Final returns 
of Tuesday’s election today showed 
chain stores on the losing end of a 
referendum regarding this 
chain store tax. 
was voted down by a majority ap- 
proaching two to one. 

The Colorado tax ranges from $2 
for one store to $300 each for 24 or 
more stores. 
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NEW DAY DAWNS 


Credit Collier with 
Creation of = 
‘Best Friend Idea 


* Day in Heating Comfort 


The Dawu of a New 


Strike 


New York, Nov. 
Collier, Jr., of Street 
Advertising Company, 
the father of the 
friend” 


Railways 
was called 
famous 


bacco Company began its defense 
; coe of the suit in which Arthur R. 
| a Griswold is seeking to collect $500,- 

AMERICAN RADIATOR COMPANY 000 as the creator of the plan. The 
| aS es trial, before a jury in federal court, 
with Judge Robert Patterson pre- 
siding, is going into its second 
week. Lord & Thomas, Lucky 
Strike advertising agency, is a co- 
defendant. 

Mr. Griswold’s case, as he out- 
lined it in court, is based on the 
allegation that in 932 he submit- 
ted a plan to W. E. Witzleben, then 
advertising manager for American 
Tobacco Company, embracing the 
theme used in a campaign three 
years later. At that time Mr. Gris- 
wold was head of his own agency, 
the Griswold Company, and he 
testified that a week or so after 
he had outlined his idea and sub- 


American Radiator Company will herald 
the ''dawn of a new day in heating com- 
fort'’ Nov. 21 with this newspaper copy 
| in 12 cities announcing its Arco Thermo 
system, set forth as one which combines 
economical warmth of circulating water 
heating with the fast delivery of circulat- 
ing air? 


Auto Show Opens 
with Expectancy of 
Good Year Ahead 


New York, Nov. 11.—The starting 
gun of the 1939 automobile season 
was fired here today with the open- 
ing of the 39th annual show in 
Grand Central Palace. Bubbling 
over with optimism, the industry 
looked forward to a sales year far 
more fruitful than the one just 
closed. 

Sales strategy was again centered 
on eye appeal, with the emphasis 
on beauty applied not only to car 
designs but to their presentation as 
well. Changes in appearance were | background, utilizing such slogans 
quite general and in some cases|as “I’m your Buddy—lI’ll never let 

(Continued on Page 33) (Continued on Page 6) 


the plan was rejected and the ma- 
terial returned to him. 
According to the testimony, 
Griswold idea was developed for 
the promotion of a new line of 
cigarettes, to be called Buddies, 
with which Griswold believed Am- 
erican Tobacco Company could in- 
vade the ten cent field. The com- 
pany was to feature talking ciga- 
rettes, with a romantic or dramatic 


Last Minute News Flashes 


Norge Account to Go to Lee Anderson 

Detroit, Nov. 11.—Negotiations between the Norge Division of Borg- 
Warner Corporation and Lee Anderson Advertising Agency, whereby 
the former’s advertising account will be handled by Anderson, were 
virtually complete today, though the contract had not actually been 
signed. Besides the Norge refrigerator, the Norge Division manufac- 
tures washers, ironers, gas and electric ranges, heating equipment and 
air conditioners. 


| Simmons Mattresses to Y & R 

New York, Nov. 11.—Simmons Company, manufacturer of Beauty- 
| rest mattresses and steel furniture, has appointed Young & Rubicam as 
| agency, effective Jan. 1. 


Institutional Drive for Chrysler 

New York, Nov. 11.—Following the lead set by General Motors’ 
institutional advertisements for “Body by Fisher,” Chrysler Corporation 
will start a newspaper campaign on Monday devoted to the theme, 
“Functional Design.” The first insertion draws a parallel between 


First copy, to appear in 50 cities, carries the headline, 
Birds Gotta Fly.” J. Stirling Getchell is the agency. 


A & P Starts Campaign for 5-Cent Bread 

| New York, Nov. 11.—Great Atlantic & Pacific Tea Company reverted 
| to the “good old days” today by launching an advertising drive in 51 
newspapers in the metropolitan area announcing a new 5-cent loaf of 
| bread. The drive is a test which may later be extended nationally. 
The nickel loaf was dropped by A & P, as well as other bread adver- 
tisers, about seven years ago. Paris & Peart is the A & P agency. 


“Fish Gotta Swim, 


soe: -gaewe e* 


Testifies in Suit of Gris- | | 
wold Against Lucky 


10.—Barron | 3 


“best 
campaign for Lucky Strike | 
cigarettes today when American To- | 


mitted tentative layouts and copy, 


the | “« 


Plymouth, Dodge, DeSoto and Chrysler design and nature’s handiwork. 'mums, with slight variations accord- 


Government Flays Advertising 
as Breeder of Monopoly Evil 


Auto Consent Decrees 
Hint at U. S. Action in 
Wider Field 


Washington, D. C., Nov. 10.—Im- 
plications of far-reaching impor- 
tance to all advertising stood out 
this week as highlights of the ter- 
mination, by 
consent decrees, 
of the anti-trust 
actions pushed 
by the Depart- 
ment of Justice 
against Ford 
Motor Com- 
pany, Chrysler 
Corporation, 
and their finance 
affiliates, Uni- 
versal Credit 
Company and 
Commercial Credit Corporation. 
General Motors, also under indict- 
ment, “has not proposed an accept- 
able consent decree,’ the govern- 
ment said, and will be “vigorously 
prosecuted.” 

The cases grew out of charges 
that by unfair methods, chiefly ad- 
vertising, the three companies 
gained control of three-quarters of 
all the car financing in the United 
States, to the detriment of about 375 
independent fii.ance-*eompanies: 

In discussing the background of 
the case and its disposition in fed- 
eral court in South Bend, Ind., this 
week, Thurman Arnold, assistant 
attorney general, set down a new 
philosophy of advertising which far 
transcended in scope the issues in- 
volved in the finance case. Mr. 
Arnold, with the approval of At- 
torney General Cummings, con- 
demned the use of large advertising 
appropriations when competitors 
do not have the resources to spend 
equally large sums.” He lashed out 
against advertising which “stresses 
the peculiar qualities of common 
goods under a particular trade 
name,” asserting that competitors 
must either go out of business or 
spend comparable sums to build up 
their own trade names. And, finally, 
he expressed the hope that “the de- 
crees in the present cases may be- 
geome most important precedents in 


(Continued on Page 35) 


Thurman W. Arnold 


Fixed Price 
Per Gulp, 
New Liquor Plan 


New York, Nov. 10.—Price main- 
tenance will be carried to new 
lengths in the merchandising of 
Lord Calvert, just introduced by 
Calvert Distillers Corporation. Plans 
revealed today call for the applica- 
tion of fair trade contracts to pro- 
tect the resale price of individual 
drinks, as well as bottle sales. 

Lord Calvert will sell for $2 a 
pint, and $3.30 a fifth, in New York, 
and the suggested minimum price of 
a drink, over the bar, will be 40 
cents. Contracts fixing these mini- 


ing to market location, will be set 
jup in every state where fair trade 
laws are in effect. 

Another innovation will be the 
numbering and registering of each 
individual bottle, through the 
American Bank Note Company. A 
special magazine campaign will an- 
nounce the new line early in De- 
cember. 
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ADVERTISING AGE 


November 14, 193 


Sunkist Gets Top 
Honors in Annual 
Outdoor Art Exhibit 


Essolene and Wrigley 
Posters Also Draw 
Citations 


(Pictures on Page 39) 


Chicago, Nov. 10.—The design for 
a painted bulletin created by Tom 
Ryan for the California Fruit Grow- 
ers Exchange and its agency, Lord 
& Thomas, won first prize today in 
the ninth annual exhibition of out- 
door advertising art here. 

Formal presentation of 
other awards was made by Otis 
Shepard, art director of William 
Wrigley, Jr., Company, at a lunch- 
eon in Marshall Field & Co. held in 
conjunction with a meeting of the 
Chicago Federated Advertising 
Club. The address by Don Fran- 
cisco, president of Lord & Thomas, 
at this meeting is reported on 
Page 6. 

The winning designs will be on 


this and 


SUNKIST DESIGN IS WINNER 


This painted bulletin for the California 


Tom Ryan and released through Lord & Thomas. 
outdoor advertising art contest. 


display at Field’s until Nov. 19. 
Second award went to the Stand- 


ard Oil Company of New Jersey for 
“Gets 
The artist was 


an Essolene poster headed 
Long Distance.” 
Hayden Hayden; the agency, Mc- 
Cann-Erickson, with Latham Litho- 
graphing Company producing the 


poster. 
A Wrigley poster headed “Enjoy 
Healthful Delicious Double Mint 


Gum,” received third award. The 
artist was Mr. Shepard, the agency, 
Chas. W. Wrigley Company, with 
Gugler Lithographic Company pro- 
ducing the poster. 


Fruit Growers Exchange was designed by 
It won first prize in the 1938 


The following designs received 
honorable mention: (They 
identified by the company, the slo- 
gan or description, the artist, the 
agency and the lithographer, re- 
spectively.) 

Coast Fishing Company: 
Dog-Cat Food”; Clyde F. Seavey; 
N. W. Ayer & Son; Continental 
Lithographing Company. 

Zenith Radio Corporation: 
Did I Make a Buy!” 
local cooperative; 
graphic Company. 

H. J. Heinz Company: Omlet de- 
sign; Charles E. Heinzerling; Bag- 


“Boy, 
George Straub; 
Gugler Litho- 


Another DODGE poster 
carries THE SEAL OF 


LITHOGRAPHIC MERIT 


CONTINENTAL © 
LITHO. 


-|of Us—At Your Service’; 


are 


“Balto 


galey, Horton & Hoyt; Rusling Wood, 
Inc. 

Coca-Cola Company: “Pure 
Refreshment”; Hayden Hayden; 
D’Arcy Advertising Company; Mc- 
Candlish Lithograph Corporation. 

Servel Electrolux: “Silent”; Earl 
Cardrey; Batten, Barton, Durstine 
& Osborn; McCandlish Lithograph 
Corporation. 

Standard Oil Company of New 
Jersey: “Starts Like a Scared Rab- 
bit”; Albert Stahle; McCann-Erick- 
son; Latham Lithographing Com- 
pany. 

Ford Motor Company: “Still Talk- 
ing About Her New Ford”; Howard 
Scott; McCann-Erickson; McCan- 
dlish Lithograph Corporation. 

American Oil Company: “Three 
Lucian 
Bernhard and Walter Wilkinson; 
Joseph Katz Company; Rusling 
Wood, Inc. 

Standard Oil Company of Indi- 
ana drew two honorable mentions 
for Red Crown gasoline posters 
headed “Low Cost Per Mile” and 
“Starts Just Like That.” The first 
was produced by Central Printing & 
Illinois Lithographing Company; 
the second by Continental Litho- 
graph Corporation. Stanley Ekman 
was the artist and McCann-Erick- 
son, the agency, in both instances. 

B. L. Robbins, vice-president of 
General Outdoor Advertising Com- 
pany, was chairman of the show. 


Coast Papers Form 
Hearst Sunday Trio 


The Pacific Coast Hearst Sunday 
Trio, Sunday newspaper color 
group, has been formed by the San 
Francisco Examiner, Los Angeles 
Examiner and Seattle Post-Intelli- 
gencer. 

This covers one, two or three col- 
ors and black in units of 1,000 lines 
or more. The Sunday Trio is rep- 
resented by Hearst International 
Advertising Service. 


Two to Ward 
Furniture Index, Jamestown, N. 
Y., and American Independent 


Baker, New York, have placed their 
Western representation with Har- 
ley L. Ward, Inc., Chicago. The 
Index will be represented in Detroit 
by Harold E. Middleton. 


Drive for Art Appreciation 


The National Committee for Art 
Appreciation will soon launch a 
campaign in newspapers through- 
out the country. Metropolitan Ad- 
vertising Company, New York, is in 
charge. 


Start M ississippi_ 
Winter Tourist 
Copy Dec. I] 


Vicksburg, Miss., Nov. 10. — Maga. 
zines, newspapers, window displays 
and direct mail are scheduled fo, 
the expanded winter tourist drive t 
be launched by the Mississippi Stat, 
Advertising Commission Dec. 1], j 
was announced today. 

J. B. Snider, chairman of the 
commission, said the direct cash re. 
sults scored from the 1938 highway 
program had inspired an allocation 
almost double the previous figure 
for this type of promotion. These 
results, he explained, were Visibly 
reflected in increased gas tax rey. 
enue and above average business fo; 
hotels, cafes, and tourist camps. 

The schedule includes 26 metro. 
politan newspapers and 51 maga. 
zines. Forty-nine of the magazines 
are travel publications. The cam. 
paign will be aimed principally at 
the North and Midwest sections of 
the country. 

Full color window and counter 
displays will appear in tourist and 
travel bureaus of 16 states. Direct 
mail efforts will be aimed at upper 
middle class groups in 12 Midwest 
states. 


BUDGET $275,000 
FOR HAWAIIAN DRIVE 


Honolulu, Nov. 1.—The Hawaiian 
Tourist Bureau will operate under 
its largest annual advertising bud- 
get, it was learned here today, in 
view of the recent approval given 
by the Honolulu Chamber of Com- 
merce to a $275,000 expenditure. 

Addison E. Kirk, chairman of the 
bureau, said that the drive would 
probably include color copy in na- 
tional magazines, direct mail, radio 
and motion pictures. 


Butter Drive Started 


Paul R. Dillon & Co., New York, 
has released a newspaper and radio 
campaign in metropolitan New York 
for Hanford’s sweet butter in pack- 
ages. D. John Phillips is advertis- 
ing manager. The account is being 
handled by White-Lowell Company, 
New York. 


Hanson with J-W-T 

Maurice F. Hanson, for the past 
five years account executive with 
Benton & Bowles, New York, has 
joined J. Walter Thompson Com- 
pany, Chicago, as service man. 


Reactions of the Advertising Manager of Hispano-Rolls, Motors, 
Ltd., upon being told why the ‘‘upper half’’ buys more than the 
‘lower half.’’ (Answer: Because, believe it or not the upper half 
contains, as the population’s biggest single buying group, most of 
the $1000— $2000 families!) For further facts, write for “How to 
Sift the Wheat from the Chaff.” Address, True Story Magazine, 
Room 1610, Chanin Building, New York City. 
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ALES and advertising executives ought 
to step into the kitchen occasionally 
and see what's going on. It would help 


them a lot in their business. 


In the kitchens of New York homes, 
for instance, they would observe every 


week these interesting facts: 


@ 1000 above-average families con- 
sume 739 pounds of advertised 


shortening; 


e 1000 
consume 388 pounds; 


average-income families 


e@ 1000 below-average families con- 
sume 327 pounds.* 


The importance of these facts is ob- 
vious. Even for a simple household ne- 


cessity like shortening, families above the 


average-income line provide the best 
available market for advertisers—a vol- 
ume market more quickly and more profit- 


ably sold than any other. 


Numerous other studies show that the 
same principle underlies the marketing of 
practically every widely advertised prod- 
uct. It explains the importance of The 
New York Times in profitable New York 
selling plans — because The Times reaches 
a larger market of above-average-income 
families than any other newspaper. 

‘From a study of retail sales of five advertised shortenings in New 
York City made by The New York Times Market Research Department, 


using methods approved by Dr. George Gallup, noted research 
authority. Executives are invited to write for full information. 


The New Pork Times 


“ALL THE NEWS THAT'S FIT TO PRINT” 
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Form Canadian ABC 
Advisory Committee 


Canadian members of the Audit 
Bureau of Circulations have formed 
the Canadian Advisory Committee 
for 1938-39. H. H. Rimmer, Cana- 
dian General Electric Company, is 
chairman and other members are: 

Advertisers: R. Jones, General 
Foods, Ltd., Toronto, B. W. Keight- 


ley, Canadian Industries Ltd., 
Montreal; E. F. Millard, Ford Mo- 
tor Company of Canada, East 


Windsor; Glen Bannerman, Hudson 
Motors of Canada, Tilbury, Ont.; 
Cc. S. Watson, Goodyear Tire & 
Rubber Co. of Canada, 
Toronto. 

Agencies: Howard Baker, Baker 
Advertising Agency, Toronto; H. R. 
Cockfield, Cockfield, Brown & Co., 


Montreal; J. A. MacLaren, Mac- 
Laren Advertising Company, To- 


Ltd., New | 


ronto; Adam F. Smith, R. C. Smith 


& Son, Toronto. 


Newspapers: P. J. 


Sun; W. J. 


couver 


J. 


Salter, 
Butler, 


Van- 


To- 


ronto Globe and Mail: R. B. Cowan, 
Ker, 
Spectator; R. F. Parkinson, Ottawa 
Journal; A. W. Robb, Halifax Her- 
ald and Mail: Victor Sifton, Winni- 
peg Free Press; Emile Jean, Three 
Rivers LeNouvelliste: W. J. C. Sut- 
ton, Montreal Gazette; A. E. Whit- 


Star; F. I. 


Toronto 


ing, Montreal Star. 
Magazines: John 
V. Laughton, 
vel, National 
ronto. 
Farm 
Farmer’s Advocate 
azine, London. 
3usiness papers: 
Marketing, Toronto. 


Foy, 
dated Press Company, Toronto; G. 
Publishing 
Company, Toronto; Wilfred C. Sto- 


papers: P. 


& Home 
W. 


MacLean 


Home Monthly, 


D. 


A. 


Hamilton 


Consoli- 


To- 


Mitchell, 
Mag- 


Lydiatt. | 


Movies for TPA 


Two movies will comprise the 
program for the meeting of the 
Technical Publicity Association in 


the Engineers Club, New York, Nov. 
14. Elmer Wheeler, president of 
Tested Selling Institute, will show 
“Word Magic,” to be followed by 
“How to Remember Names and 
Faces,” a Borden and Busse drama- 
tization of Robert H. Nutt’s five 
principles for making names and 
faces stick. 


“Radio World” Sold 

Radio World has been purchased 
by James E. Bryan and Edward L. 
Moore. The former will serve 
president and treasurer and the lat- 
ter as vice-president and publisher. 
The January issue, first under the 
new ,management, will feature a 
new oak 


as 


Agencies Await 
Clarification of 


Wage-Hour Law 


Advised to Comply 
Pending Interpretation 
of Act 


Washington, D. C., Nov. 10—The 
applicability of the new federal 
wage-hour law to advertising agen- 
cies remained uncertain this week 
pending a determination of whether 
xv not advertising qualifies as a 


Canada. 


Make it work hard for you! 


THE 1939 EDITION 
IS IN YOUR HANDS 


Subscribers to INDUSTRIAL MARKETING now have the bigger 
and better 1939 edition of the Market Data Book Number— 
368 pages filled with statistical and reference material about 
every field of trade and industry, and including a complete 
list of all business papers published in the United States and 


To those who have used previous volumes it is unnecessary 
to offer any words of advice about this remarkable reference 
work, and the day-to-day value which it has. But to those 
who may be getting their copies for the first time, we say: 


Keep this book on your desk, within easy reach. Look to it 
first when you want factual material about industrial or trade 
markets, or about any business papers. 
Data Book habit’’—a habit which saves time and effort every 
day for thousands of marketing and advertising executives. 


The new edition is the largest and most complete ever pub- 
lished. It contains the latest available information on more 


than 80 fields of trade and industry. It is printed in handy, 
convenient form and especially designed for quick and 
easy reference. 


INDUSTRIAL MARKETING 


330 W. 42nd St., New York 100 E. Ohio St., Chicago 


Get the “Market 


“commodity” under the lay. 
whether advertising is a “service”: 
and whether agencies are engaged 
'in an occupation “necessary to the 
| production of goods.” 

That the answers to these ques- 
tions puzzle the Wage and Hoyr 
| Division as well as agency exec. 
utives throughout the country Was 
indicated by queries put to adminis- 
tration officials by ADVERTISING AGE. 
| These officials said they do not have 
the power under the law to pass 
judgment on the issues involved 
Interpretation of the act lies solely 
within the jurisdiction of federa} 
courts. 

Two specific suggestions, however. 
were forthcoming from the office of 
General Counsel Calvert Magrude, 

1. Each agency should consult jts 
attorney immediately and decide 
whether or not it will comply, ta- 
ing its chances on suits brought 
later by employes for overtime 
wages if a federal court should later 
hold the business subject to the act 

2. Individual agencies or trade 
associations should draw up their 
thief questions and submit them to 
Mr. Magruder for informal opinion 
lhe counsel’s answers would not be 
final, since his views are subject to 
court challenge. 


Invoice Not Necessary 


A third point learned from ad- 
ministration officials, and one which 
has puzzled many agency exec- 
utives, is that it is not necessary fo: 
suppliers to state on invoices that 
|goods have been produced in com- 
pliance with the act. This may be 
done, but it is not required by the 
| administration. It was pointed out, 
j}however, that where buyer and 
seller are aware that goods were 
produced in violation of the law, 
‘both are subject to prosecution. 

Meanwhile, a check among rep- 
resentative agencies in key cities in- 
dicated that all are operating in 
strict conformity with the law. The 
only provision that appears to 
trouble agencies at present is the 
time and a half rule for overtime. 
Salaries are generally above the pre- 
scribed minimum. The American 
Association of Advertising Agencies 
has advised its members to comply 
with the law in every respect until 
the situation is clarified. 


Weigh Advertising Function 


In discussing the position of ad- 
|vertising agencies, wage-hour offi- 
\cials pointed out that Administra- 
tor Andrews recently said employ- 
ers are subject to the act if “they 
/are engaged in any process or occu- 
pation necessary” to the production 
(of goods. On this basis agencies 
would certainly be included if it 
| were held that advertising, through 
| the promotion of sales, is “necessary 
|to the production” of the goods ad- 
|vertised. In other words, officials 
see as one of the determining fac- 
tors a decision on whether the crea- 
tion of demand for a_ product 
through advertising is an element 
necessary to guide production, or 
whether it is simply a medium used 
after the goods have been produced. 
It is a fine point, but upon it may 
depend the entire position of the 
advertising industry in relation to 
the law. 


——_— 
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Tells about an $8,000,000,000 Market . 
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Credit Collier with 
Creation of 
‘Best Friend’ Idea 


(Continued from Page 1) 
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Self-Examination 
Called First Step 
in Public Relations 


Chicago, Nov. 10.—Two great 
tasks face advertising today, Don 
Francisco, newly elected president 
of Lord & Thomas, told Chicago aq. 
vertising men who gathered this 
noon for the presentation of awards 
in the ninth annual outdoor adver. 
tising art competition. These 
awards are listed on Page 2. 

The first is to increase the effec. 


copy theme had been used in ciga- 
rette advertising previously. The 
talking cigarette was claimed to 
have been used as far back as 
1912; the friendship theme as long 
ago as 1914; and the romantic and 
dramatic backgrounds were de- 
clared to be in common use. 
After the plaintiff’s case had been 
completed, motions were made to 
dismiss the complaint on _ the 
grounds that no proof of plagiar- 
ism had been shown, insofar as 
the tobacco company was con- 
cerned, and in the case of Lord & 
Thomas, that no evidence had been 


DISPUTED CIGARETTE COPY 


When strangers meet 
| break the ice 


you down” and 


friend.” 


“I’m your best 


Griswold Employes Testify 


; : Gok Ws ‘eno bene beceses pensive exter lanes. Thet’s submitted to show that the agency | tive of advertising of all kinds: the 
Lengthy testimony was _intro- li ar ae bag: Ring at gee : cand kin 
Sanauaash t was In any way involved. second is to learn how to apply j 
duced by the plaintiff who put a ful. he chores me opt: 4 taste bere, o tp Ieawen, Pply it 
b i f ins l th Sat eat ay py ome ype Judge Patterson reserved de-/t) new industries and new prob- 
bur smother ¢ becauer tom leaves, cone and mandy, roe o . . 
a a Sees on wee 1 am co. mild end env c= se jperninred to densoy my cision on both motions, after a lems, such as business relations be. 
witness stand in an effort to prove he: throat. But res beth unm sildnow amd pod lengthy argument. 
that the plan was worked out in pare nett ayes Bhd arte agg 


tween employers and employes and 
the public. 

Recounting two of the California- 
bred campaigns which have helped 
make him famous, Mr. Francisco 
characterized the advertising of 
California Fruit Growers’ Exchange 
as “a practical kind of farm relief” 
for California citrus growers, and 
reported that the total advertising 
appropriation for citrus fruits this 
year is approximately 40 per cent 
greater than that of last year. “The 
fruit growers, at least,” he said, 
“are actually practicing the maxim 
of advertising more when business 
is bad.” 

“It was just about 22 years ago, 
here in Marshall Field’s grill, that 
I sat in at a conference with one 
or two members of the Sunkist or- 
ganization and three Lord & Thomas 
men when the decision to make a 
stab at advertising orange juice, in- 
stead of oranges, was made,” Mr. 
Francisco recalled. 

Turning to the subject of selling 
ideas and social concepts to the pub- 
lic through advertising, Mr. Fran- 
cisco declared that an advance poll 
on the proposed California chain 
store tax indicated 60 per cent of 
the electorate favored such a tax. 
By setting their own houses in or- 
der first, and then carrying their 
story to the public through adver- 
tising, the chains were able to re- 
verse this sentiment to the extent 
that the tax proposal was defeated 
in 57 out of 58 counties, he said. 


How Public Was Sold 


exclusively trom fragrant, ca- 
detail in the office of the Griswold 
Company. It was brought out that 
the tobacco company spent more 
than $5,000,000 on the six-month 
campaign which ran from February 
to August, 1935, which Griswold 
said would have grossed the agency “J 


$750,000 in commissions, of which They Table Beller 


$250,000 should have been net. 
ngage e-em] a thi d in March, 1935, for Luck 
j i uthorship of the st frien eme in this copy used in Ma r Lucky 
ee eee ce Sone Strikes is the point of contention in a suit filed against American Tobacco Com- 
pany by Arthur Griswold, New York agency executive. 


Collier Tells Story 


Mr. Collier was the first witness 
called by the defense. He said 
that he had conceived the idea for 
the “best friend” campaign as a 
means of selling car card advertis- 
ing to American Tobacco Company. 
He submitted the idea to George 
Washington Hill, president, who 
liked the plan well enough to base 
a whole campaign on it. Mr. 
Collier said that he turned over 
the idea without compensation ex- 
cept the agreement that it would 
not be used unless car card adver- 
tising were a part of the campaign. 

Lord & Thomas, Lucky Strike 
agency, developed details in which 
car cards and other types of media 
were used. 

The former advertising manager, 
Mr. Witzleben, who followed Mr. 
Collier on the stand, said that in 
his capacity as head of the adver- 
tising department he spent “a good 
part” of his time interviewing peo- 
ple who wanted to sell the com- 
pany advertising ideas. He de- 
clared that he received from 15 to 
25 suggestions every day, by mail 
or personal call, but that no idea 
so submitted was ever bought and 
used by the company. 

According to Mr. Witzleben, only 
“one or two suggestions out of 
every 1,000” were worth passing 
along. President Hill and he had 
no recollection either of interview- 
ing Mr. Griswold, or of passing 
along his suggestion for promotion 
of a ten cent cigarette to be called 
Buddies. The former advertising 
man said that he never referred 
any advertising suggestion, sub- 
mitted in this way, to Lord & 
Thomas. 

Mr. Griswold, who is now New 
York representative for the Robert 
St. Clair Company, a _ Wilkes- 
Baire, Pa., agency, filed his suit 
against American Tobacco Com- 
pany and Lord & Thomas in 1935. 
It began in the state courts, but 
had to be transferred to the fed- 
eral courts, because both defend- 
ents were “foreign” corporations. 
This and other legal steps delayed 
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the idea and several experts were 
called to testify on this phase, in- 
cluding Michael L. Wilson, retired 
agency man, who was formerly an 
officer of the Blackman Company. 
American Tobacco Company’s re- 


ated 


ply to the Griswold complaint was|on the plaintiff's idea, and testi- 
a denial that the Lucky Strike |mony was introduced to show that 
campaign in question was based |lall of the component parts of the 


Two words of warning were is- 
sued by Mr. Francisco in this con- 
nection. “The best public relations,” 
he said, “‘are made by the best pri- 
vate relations, and it is useless to 
attempt to sell the public until your 
own vulnerable spots have been 
cleared up.” And, “Your customers 
are not necessarily your friends. 
There are plenty of people who will 
purchase gas at your station, or buy 
groceries in your chain store, and 
still dislike your methods enough to 
legislate you out of business.” 


a “MIDDLE ATLANTIC STATES / 


Among only 43 Middle Atlantic communi- Current business activity close to the 
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y are living in a time packed 
with vital happenings. 

From all over the world comes news 
of vibrant, often disturbing, signifi- 
cance — news that creates broad is- 
sues on which great masses of people 
cannot agree. 


This is the life of today—you can’t escape it. 

And LIFE, the magazine, is edited to an 
honest facing of this reality. LIFE accepts its 
obligation to show its readers vigorously and 
fairly the tremendous happenings of our times 
—the news of war, of embattled political forces, 
and of conflicting social factions. 


LIFE presents these subjects in a new and 
interesting way that, for the first time in mag- 
azine history, makes millions read and ab- 
sorb. For LIFE has created a new form of 
journalism ... journalism that fuses pictures 
and text to present the problems and issues of 
the world with new candor and clarity. 


The American people have shown how 
eager they are for this type of magazine by 
making LIFE the most outstanding success in 
ill the history of publishing—by paying out 
nore money for LIFE each week than has ever 
been paid for any magazine—by buying and 

ibscribing to over 2,200,000 copies weekly. 
Thus they have tangibly applauded the way 
LIFE presents the facts on even the most dis- 
turbing of subjects. 


POLITICS FROM LIFE 


Politics—Through all the high tension and 
partisan feeling roused by politics this year, 
LIFE has quietly let its readers see just what 
was happening. LIFE has shown the candi- 
dates as they are, reported the revival of the 
Republican Party. In state after state, LIFE 
has revealed the blatant ballyhoo, razzle- 
lazzle, circus tactics, and conscienceless prom- 
ises that raise tragic hopes. 


FROM LIFE'S LABOR NEWS 


Labor—Labor is a vital, far-reaching prob- 
lem, not only to the Front Office but within 
the ranks of Labor itself. LIFE has extensively 
reported on Labor, has shown what is happen- 
ing and why. And with actual pictures and 
truthful text LIFE’s reporting makes obvious 
those specific problems that are harassing 
both Capital and Labor. 
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FROM LIFE'’S ESSAY ON RELIEF 


Relief —LIFE has let the taxpayers see just 
how their own pocketbooks are hit by Ameri- 
ca’s $2,900,000,000 Federal Relief Bill this 
year; let them see how a great deal of this 
money has been used to make life endurable 
for the unemployed—and how some of it has 
been used for political gain. 


FROM LIFE’'S WHAT YOU THINK OF ROOSEVELT” 


Roosevelt —To one man President Roosevelt 
is a saint—to another, a devil. But to a greater 


® 


degree than any previous U. S. President, his 
every move is of interest and importance to 
America’s millions. LIFE shows him to you as 
he is, tells what the country actually thinks 
of him, tells wherein lie his strength and his 
weakness, gives you accurate information on 
what part of his program the majority of the 
electorate will continue to support and what 
part it won’t. 


EUROPEAN NEWS FROM LIFE 


Evrope—But it is from Europe that comes 
the most important news of our time— 
Europe, where conflicting political ideologies 
rock the entire world. 


It is of tremendous importance to American 
democracy to understand thoroughly what is 
going on overseas. LIFE has conscientiously 
undertaken the task of showing and telling its 
readers—of helping America understand the 
whole confusing business. Toward such an 
understanding, LIFE has given a notable 


: 


¥ 


succession of illuminating and searching 
picture-word essays on European countries 
and peoples and rulers. 


FROM LIFE'S WAR COVERAGE 


War—Most violent of all news is war. And 
LIFE shows war as it really is! 


The whole purpose of war is destruction. 
LIFE shows it thus—shows pictures of things 
and persons destroyed or being destroyed— 
though we fully know that realistic war pic- 
tures shock and outrage thousands of readers. 
But the dead of war have indeed died in vain 
if live men refuse to look at them. 


Thus, LIFE keeps its readers informed, not 
deluded, about the world they live in. Thus, 
through its new kind of pictorial journalism, 
LIFE promotes a sane, factua/ understanding 
of our time, our people, and our problems. 
Having learned this about LIFE, millions read 
it with confidence and enjoyment each week. 

It is not strange, therefore, that LIFE, 
America’s newest editorial force, has already 
established itself as America’s most potent 
editorial force! 
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Paramount Pictures 
Plans Entry info 
Television Field 


(Continued from Page 1) 

at this price and to make the profits 
pay for television broadcasts as well. 

Dumont to date has placed about 
100 television sets in retail outlets 
of this area. Among the New York 
stores showing them are Davega- 
City Radio, Spear & Co., and R. H. 
Macy & Co. 


Used as Attention Getters 


It is reported that these sets are 
being used largely as attention get-| 
ters. In at least one store no orders 
are being accepted. Harvey Everett, 
radio buyer for Spear & Co., said| Whether it is too high or not re-| regular broadcast programs at that 
that no attempt would be made to} mains to be seen.” time. Prices will have to be more 
sell television receivers until pro- Louis Sack, head of radio sales for|in line with radio, before we can 
grams were put on the air so that| Davega saw the need of a more rea-| hope to sell many sets.” 
the sets could be demonstrated. |sonably priced product before any Mr. Sack’s reference to spring 

“We can't tell whether there is a|big market could be developed for | broadcasting was based on the re- 
market for television now, or not,’ | television. cent announcement by David Sar- 
he said. “We believe there is a lot “There is going to be a real de-|noff, president of Radio Corporation 
of popular interest in the subject|}mand for television sets,” he said, of America, that television programs 
and we are experimenting to see|“but it will be several years in com-| would be broadcast on regular 
what it is all about. At present the|ing. I don’t expect it by next|schedule by National 
price of television receivers is high.|spring, even though they do start| Company, starting next April. 
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today in a 44l-line picture. 


RCA 


FULL 
MEASURE 
EVERY TIME 

in this 


Billion Dollar Market 


There is a full measure of responsiveness—in terms of sales for 
your product—waiting for you in the section of New England 
covered by WTIC. For their year-after-year record for a billion 


dollars of spendable income shows that these people have the 
means to buy. 


Their preference for WTIC as a guide to their buying is clear 
—and impressive—as shown by this list of “firsts” for WTIC— 


FIRS 


Put WTIC to work for your product now. It’s a sure means to 
a full measure of profit from your selling effort throughout 1939. 
Write today for our interesting 32-page brochure giving full 
details on the Ross Federal Survey of WTIC’s popularity and 
facts about the WTIC Billion Dollar Market. 


WTIC 


The Travelers Broadcasting Service Corporation 


In Listener Popularity by more ‘han 2 to | 
In Number of Network Advertisers 
In Number of National Spot Advertisers 


50,000 
WATTS 


HARTFORD, 
CONN. 


Member N.B.C. Red Network and Yankee Network 


Representatives: Weed & Company e¢ New York Detroit Chicago San Francisco 


Betty Goodwin, National Broadcasting Company television announcer, as she appeared on the 
receiver's screen a year ago (left) when the image was 34I-line definition, and as she is seen 


Broadcasting | 


was a 60-line picture in 1935. 
view much clear 


also plans to put a television re- 
ceiver on the market on or before 
that time, but information received 
from the factory at Camden indi- 
cates that production has not yet 
started and there is no indication as 
yet of the price at which the receiv- 
ing sets will sell. 

Meantime, it was learned at RCA 
headquarters that the new transmis- 
sion set-up atop the Empire State 
building is completed, and NBC is 
e..pected to resume its experimental 
television broadcasts before the end 
|}of November. 

Other developments in television | 
during the week include a _ report 
from the Don Lee network, made by 
its general manager, Lewis Allen 
Weiss, that it would offer “live” 
talent instead of films on its nightly 
telecast hour. 


November 14, 
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EXPERIMENTATION PRODUCES IMPROVEMENT IN TELEVISION IMAGE 


Felix the Cat has been a convenient television guinea pig. His sad face 


Today, in a 441-line image, he pops into 
er and apparently happier. 


Prices of New 
Electric Razors 
Cover Wide Range 


New York, Nov. 10.—New ex- 
tremes in electric razor prices were 
reached this week as Minute Shaver 
Company, Cranford, N. J., intro- 
duced the Dixie razor at $3.95, 
while the Johnson Metal Products 
Company, Erie, Pa., invaded the 
field with the Berg Johnson, priced 
at $17. 

The New Jersey manufacturer 
also provided an innovation in dis- 
tribution, selecting three McCrory 
variety stores here as outlets. This 
is frankly an experiment, however. 
The Minute Shaver Company also 
has begun distribution of the Min- 


the sales staff of Radio Sales, Inc.,| 
CBS subsidiary representing the | 
sale of time on stations owned and | 
operated by the network. 
been sales manager of the New York 
office of Joseph Hershey McGillvra, 
station representative, for the past 
year and a half and was previouslv 
with Market Research Corporation 
of America, New York. 


‘Gets Matrix Shoes 


J jute Man electric 
Somerville to CBS lretail at $6.95. 
Robert R. Somerville has joined |Company, New York, is the agency 


razor, which will 
Samuel C. Croot 


for the Minute Man. Advertising 
will be confined to New York for 
the moment, and will be expanded 


He has|as distribution is widened. 


The Johnson Metal Products 
Company is confining advertising of 
its new shaver to Western Pennsy]- 
vania for the present. Copy will 
emphasize quality as_ justification 
for the high price, extolling the cus- 
tom-built head, made from Swedish 
Sandvik steel; cutting slots of .01 


Geyer, Cornell & Newell, New 
York, has been appointed adver- 
tising agency for Heywood of Wor- 
cester, Mass., maker of 
shoes for men. The initial cam- 
paign, for release early in 1939, is 


m|now being prepared by the agency. |dasheries. W. S. 


Thomas Memned President 


Joseph P. Thomas has been named 
president of United States Litho-| 
graphing Company, Cincinnati, suc- | 
ceeding the late Arthur R. Morgan. | 
Mr. Thomas joined the company in| 
11922. 


Adds Car Card Rates | 


Beginning with the November is- 
sue, Standard Rate & Data Service 
| will add to its magazine and farm 
|paper section a new division on na- 
|tional and local transportation ad- 
| vertising rates. 


Matrix | 


inch, designed to admit hairs .003 
\inch; a powerful motor, and an at- 
| tractive transparent case. 

Distribution includes department 
stores, jewelry stores and _ haber- 
Hill Company, 
Pittsburgh, is the agency. 

In Chicago today, the Walgreen 
Company offered the Croydon, “a 


| $7.50 razor,” for $1.99, provided the 


purchaser also buys $2 of other mer- 
chandise. 


Burnett Adds Three 


John W. Crawford, formerly with 
Allis-Chalmers Mfg. Company, has 
joined Leo Burnett Company, Chi- 
cago, as copywriter. A. C. David- 
|}son, formerly with Marshall Field & 
Co., and Jack Weatherwax, formerly 
with Wilson Bros., have joined the 
|art department of Burnett. 
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% Associated Weekly makes 
your original plates free. 
You supply us only the art- 
work and type-set copy. 
This makes it easy for you 
to use Associated Weekly 


I see 
SALES SUCCESS 


FOR YOU 
In Associated Weekly 


The seer isn’t necessary! Any advertiser can see his sales success where 
two million people have money to spend—in these billion-dollar markets 
which buy more at retail than do the combined cities of Los Angeles and 
San Francisco—in these eight exclusive kingdoms of Associated Weekly. 


The West spreads over nearly a third of the United States. Its people are 
divided into a number of smaller economic kingdoms by rugged mountain 
ranges, turbulent rivers, and burning deserts. These kingdoms of Associated 
Weekly are amecca ofsales opportunity set aside by themselves, not affected 
so readily by business recessions and industrial strife in other territories. 


These eight cities boast average per capita sales of $514.00. Compare this 
with the U. S. average of $270.00. 


Buy whatever medium you will to cover the other portion of the West, but 
first insure your sales quota by including the eight important markets cov- 
ered exclusively by Associated Weekly. 


ee ae _ 


Color. 
OFFICES: NEW YORK «© CHICAGO «. SAN FRANCISCO ., LOS ANGELES 
ASSOCIATED WEEKLY IS THE ALL-INCLUSIVE NAME FOR THE MAGAZINE AND COMIC SECTIONS OF THESE 8 LEADING SUNDAY NEWSPAPERS 
oe — TRIBUNE LONG BEACH PRESS- TELEGRAM SAN DIEGO UNION SACRAMENTO UNION 
NE SPOKESMAN - REVIEW ARIZONA REPUBLIC TACOMA NEWS. TRIBUNE SAN BERNARDINO SUN 
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YOUTHFUL CHIEF 


Name Luckman 
General Manager of | 
Pepsodent Company 


Gains High Post in Swift | P, 
8-Year Rise from Sales- | 
man | 


Chicago, Nov. 8.—Charles I.| 
Luckman, who graduated from the | 
University of Illinois in 1930 with | 
serious intentions of becoming an 
architect, was today appointed vice- | @ 
president and general manager of | 
the Pepsodent Company, a promo- 
tion which marks chapter eight in | 
a somewhat amazing success Story | 
of a “thwarted” career. 

Mr. Luckman, now 31, has been | 
vice-president of the company since | 
1936, serving for the past year as 
vice-president in charge of sales |duction is the only other change in 
and advertising. In the new post|the company’s executive personnel 
he drops the specific advertising |at this time. The office Mr. Luck- 
duties but assumes full 
over all company activities. remain unfilled, with those duties 

The resignation of L. C. Hoffman |being divided between J. Baxter 
as vice-president in charge of pro- |Gardner, advertising manager, and | 


Charles |. Luckman 


Malcolm Hart, sales manager. Both 
Mr. Gardner and Mr. Hart were 
appointed to these posts a year ago 
when Mr. Luckman was named 
vice-president in charge of sales 
and advertising. 
Took Temporary Job 

When Mr. Luckman emerged 
from the University of Illinois in 
1930, his possessions included a de- 
gree in architecture and plenty of 
ambition along that line, but no 
|job. Figuring that conditions would 
soon improve in the architectural 
field, Mr. Luckman decided to bide 
his time in accepting what might 
have been considered a ‘“‘tempor- 
ary” position as retail salesman for 
Colgate-Palmolive-Peet Company. 
| In 1932—with the architect’s desk 
|still holding a roseate hue for him 
|—he found himself named super- 
visor for Colgate’s salesmen in the 
Chicago area. In 1933 this title 
‘was changed to that of district 
|manager at Milwaukee. Came 1934 
and he was appointed divisional 
-manager at Cincinnati. In 1935 he 
| left Colgate, but still not for archi- 
tecture. Instead, he became sales 
|manager for Pepsodent. One year 
jlater he was named vice-president 


authority jman has held for the past year will jin charge of sales, adding “and ad- 


| vertising” to this title just a year 
|}ago today. 
One of Mr. Luckman’s most out- 


Classified Telephone Direc- 
tory advertisements, such as 


those shown below, are pub- 


lished in the Saturday Eve- 
ning Post, Collier's, Ameri- 
can Home and Time. 


CLASSIFIED 
TELEPHONE 
DIRECTORY 
. 


When you use Classified Telephone Directories to identify your 
dealers, you are helped by Bell System national as well as local 
advertising. This advertising has been continuous for many years. 
It reminds people of the convenience of the Classified as the 


standing achievements for Pepso- 
dent was in overcoming a strong 
dealer antipathy toward the prod- 
ucts. This story has been told be- 
fore and it suffices now to mention 


‘only that his associates give him 
|full credit for the changes brought 


about which have won full dealer 
favor for Pepsodent products. 

Mr. Luckman is married. has two 
children and lives in Barrington. 
And during his spare time, he has 
a hobby which he rides most vigor- 
ously. The hobby, as one might 
guess, is architecture. 


Luggage to Miner 

Earl P. Halliburton, Inc., Glen- 
dale, Calif., manufacturer of air- 
plane-metal constructed luggage, 
has appointed Dan B. Miner Com- 


|pany, Los Angeles, as advertising 


representative. 


Moore Leaves “Druggist” 


Louis J. F. Moore has resigned as 
editor of American Druggist to join 
Vanderbie & Rubens, Inc., Chicago 
agency, as manager of the New 
York office. 


Coopers Names J-W-T 

Coopers, Inc., Kenosha, Wis., man- 
ufacturer of jockey underwear, has 
appointed J. Walter Thompson 
Company, Chicago, as advertising 
agency. 


buying guide of the Nation. American Telephone & Tele- 4 9 2& 


graph Company, Trade Mark Service Division. 195 Broadway. £ y 
New York (EXchange 3-9800) or 311 West Washington Street. % 2 


Chicago (OFFicial 9300). 
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No FCC Action on 


Mars Radio Scare; 
Sponsor for Welles 


Washington, D. C., Nov. 9.— Ap 
|informal conference held this wee, 
'by Communications Chairman 
|Frank McNinch with representa. 
tives of major radio networks ip. 
dicated plainly that the furore 
| caused by the so-called “horror” 
broadcast two weeks ago of a play 
\depicting a war between the 
planets will probably blow over 
without further action by the Com. 
mission. 

Attending the conference were 
Lenox R. Lohr, president of NBC: 
William S. Paley, CBS president: 
and Alfred J. McCosker, chairman 
of the board of Mutual. The meet- 
ing was informal in character and 
called by Mr. McNinch personally 
and not by the Commission. Mr 
MeNinch emphasized the point that 
neither he nor the Commission js 
attempting to exert any censorship 
over programs. 

The discussion centered around 
the use of the words “flash” and 
“bulletin” in news broadcasts, dra- 
matic programs and advertising 
messages. All three network heads 
agreed that “flash” is now rarely 
used by the chains and the NBC 
and CBS executives agreed that it 
should be restricted to items of un- 
usual importance and interest. 
Mutual board chairman also joined 
in this opinion but added that he 
would have to submit the suggestion 
to the chain’s member stations be- 
cause of the autonomous character 
of the Mutual network. 


CAMPBELL SOUP 
SIGNS MERCURY GROUP 

New York, Nov. 8.— Beginning 
Dec. 9, Orson Welles and his Mer- 
cury Theatre of the Air will be 
sponsored by Campbell Soup Com- 
pany over a nation-wide network of 
the Columbia Broadcasting System 
every Friday evening at 9 p. m., 
EST. The program, under the title 
“The Campbell Playhouse,” will 
consist of full-hour plays. 

The new program replaces 
“Hollywood Hotel” which will con- 
clude a run of four years on Dec. 2. 


Gets Pioneer Rubber 


Pioneer Rubber Company, Wil- 
lard, O., has named Carr Liggett, 
Inc., Cleveland, to handle the adver- 
tising of Ebonettes, new household 
gloves said to be impervious to 
cleaning fluids and soaps. Newspa- 
pers, magazines and direct mail will 
be used. 


Soap to LeQuatte 

H. B. LeQuatte, Inc., New York, 
has been appointed by Pine Tree 
Products Company, Newport, N. H., 
to direct advertising for Billy B 
Van’s Pine Tree Soap and Pine 
Tree Bath Oil. 


Powell Advanced 


C. R. Powell has been appointed 
director of public relations for 
Provident Trust Company, Pitts- 
burgh. He has been with the com- 
pany since April, 1937. 


STOCK 
PHOTOS 


Thousands of ready-to-use illustra- 
tions, on all subjects, are available 
for your inspection. Write, wire oF 
phone 

KAUFMANN & FABRY CO. 
425 S. Wabash Avenue oo Chicage 
Telephone Harrison 3135 


106 West 43rd St.. NEW YORK. 
Phone Bryant 9-6682 
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| "Radio sold so much of 


our silverware because 


i A AR CARA RRMED. «odo 


| ...1t tells a better story in 
: a shorter space of time 


...1t paints a more allur- 
ing picture” 


...and gains a more ap- 
preciative audience... 


fo A ... wrote thee INTERNATIONAL 
Bat YA, SILVER COMPANY to CBS at the 
NY WAS conclusion of its first thirteen weeks 
on the Columbia Network. 


* Would you like to know more about radio’s dramatic ability to sell a “visual” 
product like silverware? The answer lies in the power of FIVE dimensional 
pictures. These are the pictures radio uses. These are the pictures that sell 
goods. Write us for a copy of “PAINTS A MORE ALLURING PICTURE.” 
The Columbia Broadcasting System + 485 Madison Avenue, New York 
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Elections Boost Sentiment 


The results of last Tuesday’s 
elections have been generally ac- 
cepted as favorable to business. 
The stock market reaction indi- 
cated it, security prices advancing 
on a broad front. 

The reason for regarding in- 
creased representation of the mi- 
nority party in Congress as a good 
thing for business is not hard to 
find. Regardless of individual 
acceptance of liberal objectives, the 
feeling has been that the legislative 
branch of the national government 
has been too much of a rubber- 
stamp for the executive, and that 
consequently tremendously impor- 
tant projects of a new and disturb- 
ing character have been accepted 
with little or no debate or discus- 
sion. Hence changes affecting busi- 
ness in vital ways have been put 
into execution by Congress with 
casual consideration entirely out of 


keeping with their great impor- 
tance. 
While conservative Democrats 


have supplied much of the resist- 
ance to extreme New Deal policies 
during the preceding session of 
Congress, the greater strength of 
the Republicans in the next session 
will lend added weight to the con- 
servative cause. Thus business men 


have reason to feel that radical 
changes affecting their interests 
will not be rushed through without 
full consideration and discussion. 
This is the basis for the more hope- 
ful view taken of election results. 

In addition, many believe that 
President Roosevelt is such a skilful 
political leader that he will not per- 
mit himself to get far out of line 
with public sentiment. Noting the 
trend of opinion as shown by the 
action of the nation’s voters, he will 
moderate his attitude to make sure 
of retaining the popular support on 
which the success of his adminis- 
tration policies has depended. While 
this view is admittedly optimistic, 
it may be the key to the political 
situation in Washington during the 
next two years. 

Greater confidence in the future, 
based on a more moderate adminis- 
tration of the national government, 
will have much to do with releasing 
pent-up demand for capital goods. 
Permanent investments in plant 
construction, machinery and equip- 
ment of all kinds will supply the 
ectivity in the durable goods field 
needed to increase employment and 
restore the industrial balance re- 
quired for more widespread pros- 
perity. 


—-@e— — 


A Word for the Advertising 


Press 


Hill Blackett, leading agency 
head, delivered a valuable address 
on copy-testing methods at the ini- 
tial lecture in an educational series 
sponsored by the Chicago Federated 
Advertising Club a few weeks ago. 
His opening remarks, as quoted in 
ADVERTISING AGE, included what was 
taken as an uncomplimentary refer- 
ence to the advertising press, since 
he affirmed that he would not will- 
ingly be quoted by it. 

Mr. Blackett, like other people 
who figure in business and general 
news, may have good grounds for 


feeling that he cannot safely entrust | 


to the press the expression and dis- 
semination of his thoughts and 
ideas. It may be that he has been 
definitely misquoted at certain times 
and in certain publications 


In spite of this perhaps justified | possible and profitable. 


feeling of resentment, we believe 
that it is a mistake of policy for the 
head of a leading advertising agency 
publicly to make remarks of a dis- 
paraging character relative to the 


advertising press. The same would 
be true of any publisher or other 
media owner; in fact of any one 
who directly or indirectly gets his 
living from advertising. The ad- 
vertising field is well served by its 
business press, and with due regard 
to the high standards of business 
journalism practiced in other lines, 
it can fairly be said that advertising 
publications as a whole are far 
above the average. 

Their contributions to apprecia- 
tion of and interest in advertising 
on the part of manufacturers and 
other advertisers are so great that, 
whatever 
seem to be to any individual, he 
should recognize the obvious fact 


HE'S CRAZY ABOUT COUPONS 


~—The Progressive Grocer 


"| don't care what you'll win—you've got to stop tearing the tops off the cereal 


‘ boxes.” 


Case History 

“Rural Electrification News,” 
monthly issued by the REA to keep 
local units informed and pepped up, 


presents this magnificently simple 
outline of rural electrification bene- 
fits in its October issue. Mats are 
available to publishers on request. 
Also available are colorful posters 
for use at electrical shows and proj- 
ect offices, bronze placques for gen- 
erating plants, suggested stenciling 
designs for poles, and suggested de- 
signs for wooden project signs. 


It Isn’t All Fun 


Paul Gulick, coordinator of the 
“Motion Pictures Are Your Best En- 
tertainment” campaign, knows now 
that producers and directors hold no 
exclusive franchise on movie-made 
headaches. He bore up well under 
the strain of discovering that five of 
the questions asked in the movie 
quiz contest couldn’t be answered 
because the scenes to which they 
applied had been cut from the final 
version of the films, and wriggled 
out of this dilemma neatly by decid- 
ing that all answers to these five 
questions would be counted as cor- 
rect. But he’s still muttering about 
the lad who sent in the answers to 
all the movie quiz questions on the 
very day the contest was announced, 
claiming to have seen all of the 90 
pictures, and naming the theaters in 
which he had seen them .. . despite 
the fact that about 30 of the pic- 
tures hadn’t even been filmed at 
that time. 


their shortcomings m: ay | 


Will Sell Love 

Bowing in Ripley's direction, New 
York State has recently chartered a 
Corporation to sell Love. The new 


that they have made his business |firm’s name is, appropriately enough, 


tain and stimulate the market for 
advertising space, time and services. 
This is a primary function which | 
unfortunately is often overlooked or 


| forgotten by its chief beneficiaries. 


They main-| 


;and he’s probably right. 


Love, Inc. Also appropriate is the 
company’s president, 19-year old 
Dottie Davis, a blonde and very easy 
jon the optics. A Tom Fizdale pub- 
| licist bills her as “the most beautiful 
corporation executive in America,” 


Other offi- | 


Ad-libbing 


cers include a couple of smooth 
Powers’ models, and one lone and 
lucky male, Oliver Jensen, associate 
editor of Judge. The purpose of the 
outfit is to “foster, promote and en- 
courage Love here in the U. S. and 
ultimately throughout the world.” 
Before this goes any further, Love is 
the name of a new board game in- 
vented by Miss Davis, now on sale 
at Macy’s. 


Sounds Pretty Bad 


Classified ad in the October issue 
of Shears: 
SITUATION WANTED—By young 
woman 21 years of age. Unusual ex- 


perience includes three years Neck- 
ing and Stripping. Address Dept. 
O-2. 


“But,” says Bill Cleworth, pub- 
lishing director of the paper, “be- 
lieve it or not, the services which 
this young lady provides refer to the 
operation of two types of machinery 
used in the paper box field.” 


Jottings 

The most unusual political poster 
used during last week’s election ex- 
citement was that showing a huge 
photograph of Governor Frank Mur- 
phy of Michigan, with the text, “For 
all the people . .. vote Democratic.” 
No candidate’s name was mentioned, 
and Gov. Murphy’s photograph was 
not identified. (P.S. He lost.) .. 

Clover Farm Stores staged a novel 
promotion at a recent convention by 
having a giant and a midget parade 
together. The giant carried a sign 
reading “I eat Clover Farm cereals,” 
the midget one reading, “I don’t eat 
Clover Farm cereals.” ... 

Standard Oil Company of Indiana 
recently addressed a letter to presi- 
dents of universities and colleges 
and principals of high schools, urg- 
ing that a “be careful driving home” 
message be delivered over the pub- 
lic address system toward the close 
of each football game. A similar 
suggestion was made last year. . 

One of Manhattan’s bright young 
men is trying to crash into the ad- 
vertising field by sending a bullet to 
presidents of leading agencies. His 
letterhead says, “I’m gunning for a 
job.” He lists his qualifications on 
the remainder of the sheet and ac- 
companies the letter with a card to 
which a small bullet is fastened. 
A messenger delivers the whole 
works. . 

We've just been invited, by the 
Reader’s Digest Association, Ltd., 
|Bush House, Aldwych, London, 
W. C. 2, to subscribe to that distin- 
guished American periodical, The 
Reader’s Digest. We can get seven 
months for four shillings, we're told. 
And we're also told that Reader’s 
Digest now has a world circulation 
in excess of 2,000,000, including 
“nearly 100,000 in the British Isles 
jalone, where it has only recently 
become known.” . . 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1425. More for Your Dollar in 
Electric Light and Power. 


In this new brochure, Electric 
Light and Power charts the electric 
utility market, showing the key 
executives who determine construc- 
tion and maintenance policies, with 
a tabulation of their expenditures 
for an average year. Details of the 
publication’s coverage of the mar- 
ket, editorial scope and reader 
acceptance and response are given, 


No. 1426. Enter the College Market. 

This analysis, issued by The 
W. B. Bradbury Company, offers 
statistics on the college market, 
showing the standing of the student 
as a present and future customer. 
College magazines are listed by 
states, with registrations of each 
institution. 


No. 1427. Selective Advertising in 
the Cotton Belt. 


American Cotton Grower has 
issued this study of the cotton belt, 
giving figures on the estimated 
income from cotton and govern- 
ment payments, Aug. 1, 1938, to 
July 31, 1939, and showing what 
types of farms earn this income. A 
readership analysis shows Ameri- 
can Cotton Grower’s coverage of 
the market, and prospects for auto- 
motive equipment, electrical appli- 
ances and other products. 


No. 1420. The Cards are on the 

Table. 

It is estimated that more than two 
billion dollars are spent annually for 
street, highway and bridge construc- 
tion and maintenance, according to 
this brochure issued by Roads and 
Streets. Where this money comes 
from and details of its expenditure 
for materials and equipment are 
discussed, followed by an outline of 
the publication’s editorial policy and 
coverage of the market. 


No. 1397. Farmers Aren’t Hicks. 


Farmers today have tastes gener- 
ally identical to those of urban au- 
diences, according to this broadside 
issued by Radio Station WOW. The 
material summarizes a survey of 
station and program preferences 
made in all of Nebraska’s 93 coun- 
ties—the number of interviews 
scaled in each county according to 
population figures. 


No. 1418. Who Are the Buyers and 
Builders of Homes and What 
Motivates Them, 


The presence of children is the 
chief motive for buying or building 
homes, according to this new study 
issued by The Parents’ Magazine. A 
detailed classification of motives is 
given, as well as some observations 
on Parents’ readers as prospects for 
home building, home equipment and 
home furnishing products. 


No. 1391. 
Book. 


The first circulation book of Sim- 
plicity’s Prevue magazine is off the 
press and now ready for distribu- 
tion. In addition to a brief history 
of Simplicity’s Prevue and its wo- 
men readers, and a breakdown of 
Simplicity’s coverage, the book 
gives comparisons with the circula- 
tion of other leading publications 
by states, cities, etc. 


First Prevue Circulation 


No. 1399. Route 1 to New Car Sales. 


In this new brochure The Ameri- 
can Home not only drives home the 
fact that the automobile is funda- 
mental to suburban living, but 
offers figures to show that American 
Home families “have what it takes,” 
and are spending money for neW 
cars. 
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EQUIPPING + FURNISHING + DECORATING + MAINTAINING - REMODELING 


A Monthly Magazinet 


HEN you consult your advertising agency, you obtain the counsel of profes- 

sional men whose business it is to have at their finger-tips complete and 
accurate information on the various media. While it is true that some manufac- 
turers maintain a skilled advertising staff, most manufacturers do not have all 
the necessary data on hand to adequately decide or select the media best suited 
for their particular market. By consulting your advertising agency, you receive 
the benefits of the accumulated knowledge of a highly specialized service. There- 
fore, before you advertise in the institutional market, consult your advertising 
agency regarding the monthly publication INSTITUTIONS. Your agency will 
explain the advantages of the following pertinent factors. . . 


A PLANNED EDITORIAL POLICY © 55,000 COPIES MONTHLY 
Editorially, the purpose of INSTITUTIONS is to serve its Each month INSTITUTIONS is read by over 55,000 equip- 
readers. And in so doing, there has developed an intense,  ment-minded buyers responsible for the equipping . . . furn- 
appreciative reader interest. This is conclusively evidenced ishing . . . decorating . . . maintaining . . . and remodeling 
by the huge number of inquiries and comments received by of their institutions. These buyers fulfill the daily want- 
our Readers’ Service Department. desires of millions of discriminating people. 


A SALES PRODUCER BACKED BY 50 YEARS’ EXPERIENCE 


Not only does INSTITUTIONS promote the actual sales of In its 50th year of publishing service, DOMESTIC ENGI- 
products for the advertiser by keeping its readers informed NEERING COMPANY provides the background of experi- 
of modern institutional practices . . . but it produces thou- ence in the institutional field, which enables INSTITUTIONS 
sands of inquiries relative to new and improved products, to fulfill all basic qualifications for the effective institutional 


which pave the way for additional sales prospects. advertising medium. 


CONSULT YOUR ADVERTISING AGENCY 
FOR PROFESSIONAL COUNSEL 


The low cost of reaching all 
the buying and specifying fac- 
tors in institutions through one 


of INSTITUTIONS Magazine 
May, 1938 (Audited by CCA) 


medium makes it possible for DEE dbs s66s.cen savas 8,725 
@ manufacturer to carry on »s ; . - Hospitals and sanatoriums 6,113 

dominating advertising cam- VERS RPM aN et Say ar Oo aE er ily es tao Schools and colleges.... 3,269 
peign with a enon sures. 6 oe , ; Pit CEC. cc amhe aida ka’ th 6.048 
or instance a full-page (ta 3 Homes: schools for deaf, 

loid size 10%4x15%) costs only Complete Circulation Statement blind, asylums, etc.... 1 
$595 on a 12-time schedule. Jails, houses of correction, 

This rate is just a little more and Rates sent upon request. penal institutions .... 3,241 
than the price of a 1¢ stamp . Government institutions. 639 
per reader. A budget-conscious Restaurants ...........12,492 

manufacturer can reach the CCA Building owners and 

entire field—blanket all insti- , ee ae 3,094 

tutions—for as little as $60 " »t Real Estate departments 

per month on a 12-time sched- (Audited by CCA) of insuraace companies 76 
ule. 4 Steamship lines and 


ONE-TIME RATE 
1/18 Page Standard % 


dining car systems... 108 
Power and gas companies 287 


age 3),.x2%" .....$ 75 Outfitters or jobbers, and 

1/9 Pose Standard ™% their salesmen..... 3,610 
age 3),%4%”" ..... 135 Institutional departments 

29 Pa age Stand. % pare of department stores. 132 


Architects specializing in 


34x10” or 7x4%” 
institutions. 
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WURLITZER MANUFACTURES CUSTOMERS 


In Teaching Thousands How to Play, It Automatically Makes a Market 
for Musical Instruments...... by G. D. CRAIN, JR. 


Advertising and sales promotion 
managers like to feel that they are 
in the business of manufacturing 
customers, but in most cases their 
job really consists of switching cus- 
tomers from competitors’ products 


to their own. That is an important 
and necessary part of successful 
merchandising, but it lacks the 


thrills which go with really making 
a market by first creating custom- 
ers for your products. That is the 
amazing job now being conducted 
on a huge scale by the Rudolph 
Wurlitzer Company. 

The music trades have had more 
than their share of business trou- 
bles during the past generation. 
The piano business took it on the 
chin when the phonograph ap- 
peared, and then radio started to 
do things to phonographs. With 
free music coming over the air, 
supplying all kinds of melodies by 
all sorts of singers, instrumentalists 
and bands, even an optimist might 
have been willing to ring the cur- 
tain down on the business of mak- 
ing and selling musical instruments 


iswing 


to the general public. But Wur- 
litzer has shown that that isn’t 
necessary, by a long shot. 


The approach to the problem was 
simple. The company realized that, 
in order to sell musical instruments, 
it was necessary to have people 
who played them. A man whose 
only enjoyment of music comes 
from listening to Benny Goodman 
it, or even symphonies by 


|General Motors, obviously is some 


jany 
|men, 


distance from being a prospective 
buyer of a musical instrument of 
kind. The job was to make 
women and children want to 
play as well as listen. 

A generation or so ago it was 


ithe ambition of every fond mama 


and papa that little Willie be able 
to play the violin or piano, and that 
Sister Susie practice faithfully so 
she could appear in the recitals 
staged by her music teacher, an 
important social factor in every 
community. But with the decline 
in the popularity of the piano, and 
with flaming youth deciding that it 
didn’t want to practice its scales, the 


music teacher was no longer train- 
ing prospects for the purchase of 
instruments. Not in the once satis- 
factory number, at any rate. 
Radio Interest Harnessed 

Wurlitzer therefore proposed to 
teach people to play—to stimulate 
mothers and fathers once more to 
the development of musical ambi- 


same time to cash in on the tre- 
mendous popularity of the famous 
bands and instrumentalists who are 


tions for their children, and at the | 


heard by no more enthusiastic radio | 


llisteners than the youngsters. So 


it proceeded to add to its staff of | 


lsalesmen an even more important 
staff of music teachers, who serve 
lits pupils exclusively, and who con- 


centrate on the job of converting | 


the dreary chores of practicing into 
the fun of playing tunes. 

The set-up is made remarkably 
attractive. The student is invited 
to learn to play any instrument of 
his choice. Wurlitzer furnishes the 
instruments on which the pupils 
learn to play, and the student is 
not required to purchase in order 
to practice. Of course it is hoped 
and expected that after he has mas- 
tered the rudiments of playing, and 
is ready to go to town in a big way, 
he will want a Wurlitzer instru- 
ment. That is the way it works out. 


The student is enrolled for a 


The key to any city is its leading newspaper. 


The key to Detroit 


is The Detroit News. In 


Detroit, men and women turn regularly to The 
Detroit News for fresh, timely and vital news about 


everything under the sun. 


That's why The Detroit News unlocks for you 
the wealth of this thriving, ever-growing community 


—America’s Fourth Market. 
year, good news keeps coming out of Detroit. 


And in this hopeful 
Auto- 


mobile production in one week gained 50% and is 
rising consistently. Automotive employment is mak- 


ing the sharpest gains in a year. 


are up 64%. 
and women throughout 
and spending it! 


Do you want your share of this market? 


take notice: 


Building permits 


Department store sales are rising. Men 


Detroit are making money 


Then 


The Detroit News not only reaches 


63'2% of all the Detroit homes taking any newspaper 
regularly, but its coverage is strongest in the higher 


income groups. 


And 76% of its city circulation is 
home-delivered by exclusive News carriers. 


Total 


circulation 323,850 weekdays, 385,090 Sundays. 


New York: |. A. KLEIN, INC. 


The Detroit News 


THE HOME NEWSPAPER 


Chicago: J. E. LUTZ 


he " 
2.05 Dee 
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Learn to Play! 


WE'LL SUPPLY AN INSTRUMENT! 


Play and Practice at Home on Our 
Instrument while you Learn. 


Twenty Private Lessons at this low rate. includ- 
ing unrestricted use of the instrument selected. 
with solo. orchestral, ensemble and band training. 


Now—WORLITZER makes it simple for you te learn to play. 


Here's how it works: 1008 the ty 


Which woure you 
PRIVATE LIKE 10 PLAY? 
LESSONS | ye™>*ercnmce 
20 Weeks VIOLIN TRUMPET 
$1.25 Per Week | curr - rus 
SAXOPHONE CLARINET 


* 


MUSIC IS EVERY C 


| tisement, reproduced from 


twenty-week course, paying $1.25 
a lesson, with a studio lesson once 
a week. The music teacher receives 
fifty cents a lesson, and if the stu- 
dent buys an instrument, the other 
seventy-five cents is applied to the 
purchase price. Free _ instruction 
for from six months to a year is 
likewise provided. The parents who 


|on the idea that it is better to make 
|sure that little Willie really likes 
|the piano or accordion or saxo- 
|phone before buying one for him, 
and hence make the investment in 
| the instrument after the student 
|has passed the preliminary stages. 
Because Wurlitzer is selling the 
|idea that playing a musical instru- 
|ment is fun, an effort is made to get 
past the purely mechanical part of 
the training and start playing tunes 
as early as possible. And to add to 
the enjoyment, it organizes bands 
of students, who thus have the 
| thrill of participating in group 
activities almost immediately. Some 
of these student bands, incidentally, 
have captured important prizes 
available to amateur horn-blowers. 
_ While the wholesale enrollment 
|}of music students of all ages and 


| : 


| 
| 
| 
| 


] 


jare interested in a musical career | 
for their youngsters are easily sold | 


HILD'S BIRTHRIGHT 


Details of the Wurlitzer musical instruction plan are set forth in this page adver- 


the company's house organ. 


|conditions of life might be regarded 
|by independent music teachers as 
|unfair competition, most of them 
|take the philosophic view that after 
|all Wurlitzer is merely getting them 
| started, and that if they want to 
continue their musical education, 
they will need regular professional! 
linstruction after the initial learning 
period is over. And Wurlitzer, on 
the other hand, makes a_ special 
effort to convince inquiring teach- 
ers that its instruction is sound, 
even though limited to a relatively 
short time, and that a Wurlitzer 
student can profit from more elab- 
orate instruction of approved char- 
acter later on. 


House Organ Valuable 


That the plan has been sensation- 
ally successful is indicated by the 
fact that 30,000 students are now 
enrolled, receiving lessons in all the 
cities where Wurlitzer operates re- 
tail stores. This includes not only 
| the home office and factory at Cin- 
cinnati, but also Ashland, Ky., 
Brooklyn, Buffalo, Chicago, Cleve- 
land, Columbus, Dayton, Detroit, 
Hamilton, O., Milwaukee, New 
York, Philadelphia, Piqua, 0. 

(Continued on Page 29) 
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DO YOU KNOW THAT... 


Mrs. Nashville spends more in apparel 
stores than either Mrs. U.S.A. or Mrs. 


Tennessee P 


Women in the twenty-three other cities 
and towns of over 2,000 population in- 
cluded in the Greater Nashville Market 
follow Mrs. Nashville’s lead in the 
matter of dress. 


All of these women use, as_ their 
shopping guide, the pages of 


THE NASHVILLE TENNESSEAN Aashinille Sages Banner 


Morning Sunday Evening 


THE [THE ONLY MEASURABLE MEANS OF 7 REACHING THE NASHVILLE MARKET] 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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‘Depression-Proof' | 


| 


Soft Drink Field _ 


Lauds Advertising © 


distribution policy and consistent | 
advertising have made the manu-| 
facture of bottled soft drinks a “‘de- 
pression-proof” industry, George S. | 
Derry, president of the American | 
Bottlers of Carbonated Beverages, 
declared here last week at the 
opening of the association’s annual 
convention and exposition. 

Mr. Derry said that the industry 
has enjoyed one of its most suc- 
cessful years in 1938 and total vol- 
ume may pass the previous peak of 
13,000,000,000 half-pint bottles. The 
industry which had its origin in the 
humble bottle of “soda pop” now 
gives employment to more than 80,- 
000 persons, he pointed out, and 
operates more than 6,000 plants. 


| said, 


“We have been referred to as a 
‘depression - proof’ industry,” he 


i 


“because sales have steadily 
mounted in the face of decreased 
purchasing power of the consumer. 
This immunity from severe volume 
losses is founded on _ continuous 
product research aided by 


advertising expenditures to ac- 
quaint the American public with 
the refreshing qualities of soft} 


drinks.” 


The total advertising bill of vari- | 
ous bottled beverage manufacturers | 
in the soft drink field last year was | 


$8,000,000, Mr. Derry said. 


Schaffer Named 

L. W. Schaffer has been named 
sales promotion manager of B. F. 
Goodrich Company in the Milwau- 
kee district, succeeding R. J. Slack, 
who has been transferred to Akron. 


Schlitz Joins ANA 


Joseph Schlitz Brewing Company, 
Milwaukee, has been elected to 


National Advertisers. 


sound | 
New York. Nov. 8.—A sound |distribution policy and consistent | 
I , = 3 ‘ 


EYE CATCHER 


Brown & Williamson Tobacco Company, 
Louisville, Ky., used this window display 
technique in two sheet posters released 
| by the Chicago Elevated Advertising 
Company to feature the well known pen- 


| guin for Kool cigarettes. The retail 
| store in Chicago at which Brown & Wil- 


/'membership in the Association of | liamson coupons are redeemed is also 


featured on the poster. 


Tunney Inspires 
New Taboo on 
Liquor Advertising 


Atlantic City, Nov. 9—A new 
restriction on liquor advertising 
was imposed this week by D. Fred- 
erick Burnett, state alcoholic bever- 
age control commissioner, who 
ruled out the use of a price on an 
animated outdoor sign. In making 
his decision, Mr. Burnett recalled 
that at the recent Washington 
liquor conference Gene Tunney 
expressed strong views against all 
outdoor advertising. 

“I do not go so far as his sweep- 
ing aversion to all outdoor signs,” 
the commissioner said, “but I have 
no hesitancy in declaring against 
an animated outdoor sign which 
advertises the price of liquor for 
sale. 

“Billboards are disquieting 
enough without flashing the price 
of liquor. So far as alcoholic bev- 
erages are concerned, no public 


a 
policy is served by lessening con. 
sumer resistance in such a bizarre 
and striking way.” 


SEEK OUTDOOR BAN 
IN PITTSBURGH 

Pittsburgh, Nov. 9.—Bigelow 
Boulevard, one of this city’s main 
motor arteries, which is soon to be 
widened and repaved, will be sans 
outdoor posters if City Coungjj 
| President James L. O’Toole has his 
| way. 

Mr. O’Toole revealed today that 
he is seeking legal opinion op 
whether or not the city has the 
power to make such a move. Ip 
addition, the official expressed the 
belief that by levying a special tax 
on outdoor signs “the city may be 
able ta collect some badly needed 
revenue and at the same time curb 
the growing billboard evil.” 


McGillvra Gets CFPL 


Joseph Hershey McGillvra, New 
York, has been named to represent 
the Free Press radio station, CFPL, 


London, Ontario. 


# 
TAKE THIS TIP FROM vourwoov,,.. dong Cale awn 


*DEANNA DURBIN, Mischa Auer, and Adolphe Menjou as they appeared 


HOW MANY OF THESE 
10 MOVIES DID YOU SEE? 


ONE HUNDRED MEN AND A Girt * 


THE AWFUL TRUTH 


CAPTAINS COURAGEOUS 


THE GOOD EARTH 
A STAR IS BORN 


THE PRISONER OF ZENDA 


THEODORA GOES WILD 
STAGE DOOR 
LOST HORIZON 
CAMILLE 


Did you consider these movies tops? 


Parmers did, too. They were the year's 
ten biggest box office hite in rural 


America. 


in a scene from Universal's ‘“‘One Hundred Men and a Girl”’ 
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AGMA to Study 
Consumer Views, 
Legislative Trends 


New York, Nov. 9.—Legislative 
trends affecting merchandising and 
developments in the consumer field 
will occupy the attention of the As- 
sociated Grocery Manufacturers of 
America at the seventh annual con- 
vention to be held at the Waldorf- 
Astoria Hotel here Nov. 28-30. 

Although the program has not yet 
been completed, speakers already 
scheduled include William T. Kel- 
ley, chief counsel for the Federal 
Trade Commission, who will discuss 
the Wheeler-Lea act. A. C. Nielsen, 
head of the Chicago research com- 
pany, will rev eal some of his find- 
ings on the merchandising of gro- 
cery products, and Mrs. Wilbur R. 
Fribley, president of the House- 
wives’ League, Chicago, will tell the 
manufacturers what the consumer 
thinks about their products. 

Senator Joseph C. O’Mahoney of 


Wyoming, chairman of the so-called 
monopoly investigation committee, 
will discuss the coming probe. Cy 
Ching, industrial relations manager 
for the United States Rubber Com- 
pany, will speak on employer-em- 
ploye relations. Comment from the 
retail grocer’s point of view will be 
given by Gerrit Vander Hooning, 
president of the National Associa- 
tion of Retail Grocers. 


Boyle on Own 


J. Mora Boyle, formerly a Hearst 
advertising executive, has formed 
Newscasting Corporation, 420 Lex- 
ington avenue, New York, to install 
and service news projection equip- 
ment and to furnish continuous 
news service, with advertising mes- 
sages to be interspersed among the 
news bulletins. 


Knight Advanced 


Oliver Farm Equipment Company, 
Chicago, has appointed Boyce W. 
Knight as advertising manager. He 
has been with Oliver for three 
years. 


W....: you know a farmer if you met one face to 
face? You see farmers every day. On the street. In 


the stores. On the train. But try and pick them out! 


Broad highways, easy communication, and mass selling 


introduced farm families to a modern mode of living. And 
they love it. Socially, culturally, politically—they’re alive! 


The Country Home Magazine, more than any other 
farm publication, recognizes this vital change. Today, 
every article is focused on the problems, hopes, and ambi- 


tions of farmers as people. 


Take the November lead article, “I Like a Fight’, an 
exclusive interview with Cotton Ed Smith. Read it and 
you'll feel that you've actually visited the fiery old Senator, 
heard him shout, caught his tremendous enthusiasm. 
This is just one of the many articles which have brought a 
deluge of response from modern farmers, and were widely 
quoted and reprinted by magazines and leading news- 
papers throughout the land. 


Look at the big, colorful, human-interest pictures in 
The Country Home Magazine. Read its gripping stories, its 
exciting fiction... and you'll come toa new understanding 


of this modern magazine and its hold on Farm Market “*A”’. 


IT’S THE HOTTEST BUY IN THE WHOLE FARM FIELD! 


Advertisers and their agencies are awakening to this new 
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STARCH SURVEY ANALYZES BUSINESS PAPER COPY 
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22% 


ting illustrations. 


MORSE positive DRIVES 


CRANE VALVES 
for Chemical Processing Plants 


CRANE ad aati , 
19% 


average visibility of but 12.6 per cent. 
layout or copy technique. 


Toast- O ‘Sates to WéM 


Crocker-Wheeler Electric Manu- 
facturing Company, Ampere, N. J., 
has appointed Wildrick & Miller 
New York, to handle the advertis- 
ing of Toast-O-Lator, an automatic 
toaster. Newspaper, magazines and 
business papers will be used. 


Awetic Antvdinde 


~ 


003% 


AVERAGE: 124 


A field readership survey by the Daniel Starch Organization of the January issue of Chemical & Metallurgical Engineering 
indicates that business paper readers are apparently less impressed than general magazine readers by tricky attention get- 
The percentage figures shown on each insertion represent the portion of those interviewed who remem- 

bered seeing the copy in previous perusal of the magazine. 


22 per cent and was among the top eight in the entire survey. 
received more attention than color pages, although average 


white, 9.3 per cent as might be anticipated, the study indicated greater readership of business paper advertising on the 


the 
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Doc Stecfeleads ACCEPTS UME CHALLENGE 


READERSHIP 


. 7 T= oun UL BUYER ASKS: 


_ oven Ez 
~) CORMING GLASS WORKS 
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AVERAGE 12.6% 


While average visibility of the advertisements shown in the top illustration was 22.4 per cent, the group shown below had an 


2 GOLUMBIA 22% 
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ROCHESTER ENGINEERING & CENTRIFUGAL CORP. 


— 


‘ 


It was this latter group which was chosen by Starch as representative of unusual 


An exception in this group is the Columbia Alkali Corporation page (upper right) which scored 
The survey also revealed that many black and white pages 
“visibility” for the latter was 17.7 per cent, and for black and 


average, than of qn magazine neni. 


“Scholastic” Names a 
Joe Godfrey, Jr., Chicago, has 
been appointed Midwest represent- 


,| ative by Scholastic Publications, 


New York, for Scholastic, High 
School Teacher Edition of Scholas- 
tic, Junior Scholastic and Scholastic 


| Coach. 


World's Fair Adds Two 

A. C. Layton Newsome has been 
appointed merchandising director of 
the New York World’s Fair of 1939 
succeeding Arthur Freeman, re- 
signed. Karl F. Egge has been 
added as assistant director of mer- 
chandising. 


force in farm publishing, and to the greater Country Home 


. the magazine of Farm Market ‘‘A’’. In The Country 


you seNTIN YOUR AD 


reper 


Home Magazine's reader heat, they recognize a better, 
faster road to rural America. 


yave YO (Opy > 


EXZRA 
© Circulation 


/\(10,000 GIANT COPIES) 2 
), of an Exe Fine Cation with Extra 
Ding Lie!! Yet Space Sats 


“Country Home Magazine cnet 


LARGEST NET PAID RURAL CIRCULATION IN PUBLISHING HISTORY 


THE CROWELL PUBLISHING CO., 250 PARK AVE., NEW YORK 


, roe ; 


Po re a 
wn 7 
* mee Ped SS <s i) ee ee 3 _ | ae 
moe ©. 520 Bee A 229% a 
—_ ' nn A ss a «<& rome jai? a 
| a } c “Ber Tae 25 4%otam BY 4 eg 3 oe 
: \ ra ; te < : aa 
| a | ig osiioms a 
i “ age coy > : ane 
5 mesauuene > : aoe" 
~~ . _— mi | = 
| ae | — as @& A 
=. at f i : : 
| | en ig. 
" 'S —e er. 
4 a The: ee Muchimax S 18.6% =, ee 
} . ‘y ie 
4 —— 
i ee ok. wit 2 ee. ® : Fe 4 _— , 
oo oe REX: ie ; } % | T > eel a whe 
se = 4h “| mene: * wi SD * aw (ves ‘| Dy ate a 
F , A 7 ‘ ¢ : " * 1 > par||t- ya He o 1 y ; i . 
| i Ww De We Pl ib: 
4 - RS weed an a sty hee . @ 
} a aes s ya ene wa . ie < yA); V4) } Ve, : + ass —sad SURES 28 ENT OF VOU Ort tS ie 
ae | 6 I% S$ 7). eZ eS . aa 
BP ~ ~Saeaeaes = 4 ; 
Ny = “@ a a | a af 
7 Se bi 14.4% W% ae 
e a 22 eS 
; ah “SS tea Sst <> 
oF ‘Y | ee a ) | 
ea we 55% Beene ul 
; : = j = 3 ‘ i 
a : 7 
| Deere ‘ 
: 
. | 
ee | 
| 
a ——=———— —— . 
Eee | i ca 
: My oo \\ & 
ee | am Fe — 
we Be nano - eave" gate 
 aaestey Weed we om . \ so} 3 -—y 
to ities re) oe stor . “ \ - 3 
¥ 
ee viet Hy, Oe, ng : 
a on - wo —G 7 4 comp Lon 
\ “auee “ geld : F . *, " me, WW iss 
eee — Boe 7 a ey. Oa oe y 
1939 January ROLL CALL : 
¢ - . d 4 A , as ~. 
: ‘ ats 
‘ad 
ar st uf : ms Yi : : j ms: 


18 ADVERTISING AGE 


November 14, 193 


ADMEN'S TECHNIQUE PRODUCED A WINNER 


MARY’S HUSBAND MAKES IT UNANIMOUS 


ee, 


Voice of the Advertiser 


4 This department is a reader's 


Uses Townsend Plan 
With Dash of Hopkins 


SELLS 1,450 PERMANENTS 


forum, Letters are welcome. 


Sales Principles 
in Political Copy 


To the Editor: I wonder how] [f° 2 °St7 wees tS” To the Editor: Perhaps you may 
many of your readers who have ‘ have been as conscious as we of the 
been so vigorously attempting to >| Howa $25, 000 


rend the Townsend plan of advertis- 


Investment ‘Brings You 


utter lack of the application of sales 


my BROTHER 1s ON ow w. ’. aa) 
% 4 BUT HAGUE CAN’T TELL US 
‘ “a WOW TO VOTE. WE'RE ALL 


\ror THe REPUBLICAN) 
CANDIDATES. 


T HARRY HOPKINS SAYS 
THAT WO WORKERS 


WHAT WE NEE 
1S MORE SOUND 
BUSINESS In GOV Raga 


YES. AMD —— 
gd] WAY TO DO Thay, 
1S TO ELECT Tuy! 


* . : $ £43 ae ic. ’ | ARE TO Of COERCED. 
ing evaluation to bits have really Amazing New Low a Se tetas cue abe tan an — 
gone to the trouble of studying and Permanent Wave Prices Py a f the frightful WnY. EVERYBODY! TALK ) I MEVER SAW A LIST \(Gouy, Lu’s CLIP IT TO TAKE 70) | 
attempting to analyze copy which is | J) | We bv monte! ae pean O82 We ee ie Snes oe (Feri mre naar GAP) svrnove (Ime Potts. THEM tveRY x we 
: a tunity Eastern iowa wore “41 | most political advertising. ane oa 90 COn- | om. \oecsnens onttarenne 
now being prepared under it. rate, ine qu al th t f k =A | bor cise’s Pierety. | POR nama 
Enclosed you will find an ad for wach a ew pr fe ae eo ee we 9 \Paeonan. REPUBLICAN | 
the opening of a new beauty parlor nna hy have had an opportunity to make a 


here which literally jammed _ its 
shop the day it opened. In fact 
it was forced to turn away plenty 
of business due to being unable to 
handle it. Consistent follow-ups 


stab at remedying this situation in 
some slight way. We handled a po- 
litical account! 

Although we readily admit that 
from our experience there is no ad- 


—_V. $. Seneto, 
taglEl_W. WARREN ry 
—__CONgressman 
= 


M4 : : 

prepared along the same lines con-| |} enpatase ey }'] | vertiser in the world harder to 

— to wee a an — , Lady Permanent oxen Se! meee ween & 11 | please than a political advertiser, we 

volume of permanent wave busi- ~ %] |feel very proud of the progress that TH. 

ness. In the first two and a half Tia Pe Aa — 7? rhe DO 2 JOBS wi 1 voTE Tw 


weeks the shop has given over 1,450 
permanents. Price doesn’t seem to 


be the deciding factor as we have 


Now! The New 


we have made in handling this ac- 
count. 
The enclosed proof is but one of 


© FRANK B | LUKER 


‘ELECT THESE REPUBLICANS ao 


had $1 permanents here for quite GUARANTEED several different ads which we have | = z = —! ————S = - 

some time. Lovely Lady produced for this client in the past of the political “bosses” were very | use in political campaigns. We le. 
This copy, which is the result of PERMANENT several weeks. Most of them are | much disappointed with this type of | lieve it is. 

my study of the Townsend plan, for only similar in character to the attached| copy and we regret that we see no DAN WETTLIN, JR., 


also has a dash of Claude Hopkins 
line of thinking thrown in for good 
measure. The principles, underly- 
ing the appeal in this ad, were de- 
cided upon after an intensive period 
of study and analysis of over 400 
Townsend ads covering the last 
eight months or so. We are very for- 
tunate here in Cedar Rapids in that a 
local agency has adopted the Town- 
send method. This afforded us a 
chance to study their copy both be- 
fore and after they started to eval- 
uate it. This has been a very en- 
lightening experience. 

The beauty shop mentioned is just 
another beauty shop with no partic- 
ular advantages except that it was 
new. We feel pretty confident that 
the sensational results it has en- 
joyed are the direct results of our 
research. Very similar experiences 
with several other advertisers con- 
vince me that the Townsends really 
“have something.” The fact that we 
have been able to lift the curtain of 
secrecy that surrounds the plan 
even a little bit pleases us very 
much. 

As a result my job has taken on 
new luster, new sparkle. The in- 
creased results that follow the appli- 
cation of these principles have given 
me new confidence and new pleas- 
ure in my chosen field of endeavor. 

Perhaps some of your other read- 
ers have had similar experiences. If 
so, I would get a real kick out of 
corresponding with them and com- 
paring notes. 

Admittedly there is nothing new 


‘¥ 
e 


The New LOVELY LADY 
BEAUTY SHOP: ™cr 


Home Owned and Operated 
oe)? FIRST AVE. EAST —2 Doors West of Bishop's Caleterianmmmll 


This layout pulled a record volume of 
business, according to an ardent advo- 
cate of Townsendism. 


ers while 15,000 more Buicks have 
been ordered. Production is hurry- 
ing forward and they will all be 
delivered within a few weeks. 
This is perhaps the greatest sales 
record ever made by any auto- 
mobile company. We don’t want to 
boast but the coincidence is too 
startling to ignore. 


—that must mean that each Nut- 
meg subscriber ordered about five 
automobiles. We are more proud 
than ever of our subscribers. 


7 FT F 


Gertrude Pops Up 


In Most Unusual Place 


To the Editor: If you have been 
wondering what became of Ger- 
trude Stein, don’t bother your pretty 
little head another minute. She’s 
writing copy for Altman’s. At least, 


about the Townsend plan, but I'll|the attached ad clipped from the 
bet my shirt their list of 27 points|World-Telegram of Nov. 1 would 
is something “Every Young Adver- | jndicate as much. 


tising Man Ought to Know!” At 
any rate, whether the things I have 
discovered tally with the Town- 
sends’ finding or not, they do make 
my copy and layouts a great deal 
more productive than the average. 

In closing, may I compliment you 
on the splendid job you are doing 


in your own field. No other publi- | 


cation that comes to my desk brings 
so much news and so much that is 
of interest. Keep up the good work! 
GLENN E. MARTIN, 
Service Manager, 


Copy Cedar 


Rapids Gazette, Cedar Rapids, Ia 


Hepes | dams silted Gian CONSTRUCTION DIGEST ; PREMIUM PRACTICE 
| CONTRACTORS AND JOBBER TOPIC: PROGRESSIVE GROCER 
Results—And How! | ENGINEERING MONTHLY LIQUOR STORE & DISPENSER 
To the Editor: Just in case you | 


are not a subscriber to the Con- 
necticut Nutmeg I am attaching a 
copy of a recent issue showing the 
results the Nutmeg claims we get 
on our Buick advertising. 

S. D. Fuson, 
Arthur Kudner, Inc., New York. 


The Nutmeg never makes 
icy of soliciting advertising but we 
are proud of the results which we 
sometimes get. Buick began to ad- 
vertise in the 


chased and delivered to the 


a pol-| 


| 
| 


| 


own- | 


With a typographical error slipped 
in the third line of copy, this adds 
up to a nice little piece of hysteria. 
Or something. 

KATHERINE SMEYA, 

Ridder-Johns, Inc., New York. 


POOR PROOFREADER 
B. ALTMAN & CO. 


TELEPHONE 
ye TRE WU. 9.7000 


voted most popsatar ... 


«+. Or the more spertiog cordurey, brews « lih (an shirt, 


«+. @F the mere epreting cordarey, brows with tan shirt, 


Nutmeg three weeks | _“"7 "°° _ ee — 
ago During those three weeks S 

. eldom do typographical! errors produce 
12,000 new Buicks have been pur- ay 8 ‘ 


@ more disastrous job than this depart- 
ment store ad. 


Twenty-five | 
thousand cars sold in three weeks | 


copy. 
We might as well state that most 


power, buying authority. 


listen. 


that is mere waste. 


DITIONING 
BAKERS REVIEW 


— | * BANKERS MONTHLY 


BETTER ROADS 
COMPRESSED AIR MAGAZINE 


DIESEL PROGRESS 

DRUG TOPICS 

ELECTRIC LIGHT & POWER 
ELECTRICAL DEALER 
ELECTRICAL 


FLEET OWNER 
GLASS PACKER 
GCOLFDOM 


: CONTROLLED 


Business markets are men. . 


AUTOMATIC HEAT & AIR CON. 


way to prove conclusively to them 
that this type of copy is correct for 


Principle 


Jerome B. Gray & Co., Philadel- 
phia. 


in Selling 


Let it save you 
Waste in Advertising 


Business markets are not a list of corporate names or pins on an 


They insist on contacts with buying authority. 


And this is the fundamental publishing principle of C. C. A. 
questions any business paper advertiser might well ponder. 
on men who do not have the ability or authority to buy? 2. 


who will read but won't subscribe? 


HITCHCOCK’S MACHINE 
TOOL BLUE BOOK 


HOSPITAL TOPICS & BUYER 


INDUSTRIAL EQUIPMENT 
NEWS 


INDUSTRIAL POWER 
INDUSTRY AND WELDING 


MACHINE DESIGN 
MEAT 

MEDICAL ECONOMICS 
MILL & FACTORY 


~ MANUFACTURING Mo meme ome iene mms MERCHANDISER 
The story referred to bears the ene eal TEXTILE AGE 
headline: “You're Welcome, Mr EXCAVATING ENGINEER 
Sloan,” and reads as follows: 3 to 6 year old polls show « heavy preference for this seat TIRES 


CIRCULATION PUBLICATION 


magazines. 


impressive map. 


. a very select group of men who possess that all important 


Able sales managers don’t allow their men to shoot blindly at anybody who will 


If such a principle makes sense in selling, it certainly makes sense in advertising. 


It answers two 
Why waste a lot of money 


Why miss many key men 


Controlled Circulation is the one way to get all the coverage you need without much 
Try C. C. A. publications and see the difference. 
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THIS ADVERTISEMENT I$ SPONSORED AND PAID FOR BY THESE LEADING C. C. A. PUBLICATION 
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MODERN MACHINE SHOP 
NATIONAL JEWELER 


NEW EQUIPMENT DIGEST 


The OFFICE 
Magazine of Office Equipme 


PETROLEUM MARKETER 


ROADS AND STREETS 
RUG PROFITS 

SODA FOUNTAIN 

SUPER SERVICE STATION 
SYNDICATE STORE 


WHAT'S NEW IN HOME 
ECONOMICS 


WOOD PRODUCTS 
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“Yes, the entertainment PANICKED them! 
But who listened to the announcer? 


Every radio advertiser hungers for Who listens to what your announcer 
a tip-top show—one that (in the tells them about your product? 
language of the theatre) will lay ’em 


: , - Which part of your program do they 
in the aisles, wow ’em, panic ’em. P yor oe y 


take seriously—the entertainment 


We recommend the Wells-Welles or the sales talk? 
4 — 

nal opus. It panics them, and how! Maybe the scientists on Mars can 
Ti But bear in mind that the announcer — @"Swer these questions. Here’s one 
. i told the audience four separate times, YOU may be able to answer for your- 

and in several different ways, that it self. 
T was all entertainment, not to be taken Orson Welles makes money out of 
- seriously. show business. 
R 

Who listened to him? Do your 


. The Washington Post 


WASHINGTON’S HOME NEWSPAPER 


Interested in selling merchandise in America’s Best Market? The Washing- 
ton Post takes your selling message to Washington’s best customers. 


NS OSBORN, SCOLARO, MEEKER & CO. FENGER - HALL: Pacific Coast 
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Dairy Industry Maps 
Long Range Drive 
for Butter Sales 


Shorter Program to 


Include Three Special 
‘Weeks’ 


Chicago, Nov. 10.—With the first 
of three special “weeks” to stimulate 
the sale of butter and other dairy 
products launched today, interest in 
the long range advertising campaign 
considered by the industry was in- 
tensified in news that the committee 
organizing this latter program would 
meet here this month. 

The two campaigns are separate, 
although both have the same objec- 
tive—profitable disposal of the but- 
ter surplus on hand. This surplus 
is indicated in United States cold 
storage holdings which, in creamery 
butter, totaled over 210 million 
pounds on Oct. 1, as compared with 
118 million pounds at that time last 
year. 

The industry’s long range cam- 
paign is not expected to take final 
form until next spring. Media to 
be used, copy appeals and size of 
the budget are factors yet to be de- 
cided, although estimates given on 
the latter range as high as $600,000 
annually. 

This program, it is expected, 
would consolidate gains made in 
territorial campaigns now running 
and in the three’ promotional 
“weeks” launched today. 

Participating in the current 
“week,” under guidance of the in- 
dustry’s Emergency Butter Commit- 
tee, are approximately 37,000 retail 
chain stores associated with the Na- 
tional Association of Food Chains, 
and 153,000 retail stores associated 
with the Independent Distributors’ 
Council. The promotion technique 
will be similar to that followed by 
these stores in a month’s campaign 
for the dairy industry in June and 
July. 


Two “Weeks” to Come 


Weeks designated for the event in 
addition to the one beginning today 
are Dec. 8-14 and Jan. 12-18. Or- 
ganized groups of dairy farmers and 
practically the entire commercial 
side of the dairy industry are co- 
operating in the promotion. 

Advertising emphasis is placed 
upon a variety of store display ma- 
terial, promotional pieces sent to 
store operators, and local newspaper 
copy. Campbell-Mithun, Inc., Min- 
neapolis, is the agency preparing 
much of this material in cooperation 
with the National Cooperative Milk 
Producers’ Federation, Washington, 
Dd c, 

Organization of the long range 
program is in the hands of a com- 
mittee of 23 chosen at the industry’s 
meeting here in October. John 
Brandt, president of the Land o’ 
Lakes Creameries, Litchfield, Minn., 
is chairman of this group which in- 


In the school ART field 


What Discovery 


concerning reading habits of 


art teachers justifies 
study of this market? 


“CURIOSITY” will give you more 
bed rock facts about the art teacher 
merket than have been discovered 
for years. Send for FREE copy and 
study “CURIOSITY” for sales gain- 
ing ideas. 


your 


THE 
SCHOOL ARTS 
MAGAZINE 


14 Printers Bldg. Worcester, Mass. 


cludes representatives from these 
associations: 

National Cooperative Milk Pro- 
ducers’ Federation; Tri-State Dairy 
Committee; American Butter Insti- 
tute; National Association of Local 
Creameries; National Association of 
Direct Cream Shipper Creameries; 
National Cheese Institute, and the 
Evaporated Milk Institute. 


Research Held Valuable 


During the meeting many of 
the representatives emphasized the 
value of deeper research into the 
qualities and properties of butter as 
a potential source of advertising ap- 
peals. The belief was also expressed 
that the farmers would be willing to 
contribute a share of the funds 
necessary for a national campaign. 
These farmers, however, will not be 


asked to contribute until support 
has been given the campaign by a 
majority of the industry. 

More definite proposals as to copy 
themes, media and agencies are ex- 
pected at the next meeting of the 
committee. It is understood that 
several agencies, including J. Walter 
Thompson Company, have already 
put in a bid for the campaign, al- 
though actual appointment will not 
be made for some time to come. 


Ellsworth to RF 


Ross Federal Service, New York, 
has appointed Thomas B. Ellsworth 
as assistant in the advertising de- 
partment. He was formerly with J. 
Walter Thompson Company, and 
more recently with George N. Wal- 
lace Company, New York consult- 
ant. 


| 
| 


at America’s pocketbook 
is turned, 
| right before your eyes, 
| into a Great Object Lesson 
for all executives 
with goods fo sell .. . read on! 


| 
| 
¢ In which a $225,000,000 grab 
| 


Irvine Joins Textile 

H. B. Irvine, formerly with 
Campbell-Lampee, New York, has 
been appointed advertising manager 
in charge of sales of the Textile 
Corporation of America, New York, 
distributor of American Lady prod- 
ucts. Campbell-Lampee will con- 
tinue as agency with Wallace Ham- 
ilton Campbell, president, as ac- 
count executive, in place of Mr. 
Irvine. 


w“ Ld ’ 

Garrison's” Appears 

The first number of Garrison’s 
Magazine for Independent Retailers, 
edited and published by Flint Garri- 
son with offices at 40 Worth Street, 
New York, has appeared. The mag- 
azine is distributed to dry goods re- 
tailers, department store buyers and 
wholesalers’ salesmen. 


——e 


Venezuela Fair 
Names Federal 


Federal Advertising Agency, Ney, 
York, has been appointed to handj. 
a campaign for the Venezuela Grang 
National Fair. Magazines and bygj- 
ness papers will be used to advertise 
commercial opportunities for Amer. 
ican manufactured products jp 
Venezuela through participation jp 
the Fair, which will open April j9 
in Caracas. Newspapers and mag. 
azines will also be used to attrac 
attendance by export managers ang 
representatives of American busj. 
ness concerns. T. Park Hay is ace. 
count executive. 


Cassidy in New Post 
Charles R. Cassidy has 

Stewart-Jordan Company, 

delphia, as copywriter. 


i ined 
Phila. 
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$225,000,000 a year. 


2. In the second place, Texas cotton is the most valuable 
crop grown in a single political subdivision anywhere in the 
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I. To begin with, the Pink Bollworm’s somewhat sissy 
name belongs to a very un-sissy bug, whose appetite and 
will-to-live make the plain, old-fashioned boll weevil seem 
just silly. If the pink ‘un ever does to U.S. cotton what 
it does to cotton some places, it will cost us just about 


ee 
“~ 


3. So... when the Pink Bollworm comes hell’s-a-roaring  § po 


the wind over the border from Mexico and starts eating his 
way into Texas... you’ve got a villain of the first magnitude 


4. But there’s always a hero, and this time it’s on page # 
of a certain magazine last August. (You'll have to gue# 
which magazine, because we gotta have some mystery ” 
this.) It’s an article called “The Pink Peril” that’s a guid 


world ... running nearly as much as the total production 
of the gold, silver, lead, zinc, and copper mines of the U. S. 
‘Thanks, World Almanac!) 


to all that’s known about how to tell Pink Bollworm 
“scram” and make it stick. 
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Arco Makes Bid 
for New Army of 
Youthful Skaters 


New York, Nov. 8.—Arco Tubu- 
lar Skate Company, looking forward 
to its biggest season, will promote 
its line of Arco skates throughout 
the winter sports belt by means of 
quarter-hour transcriptions featur- 
ing Bill Stern, NBC sports commen- 
tator, in a program called “Behind 
the Scenes of Sport.” Local news- 
paper advertising will be used to 
call attention to the radio programs. 

About 20 stations, from Boston to 
Seattle, will carry the program. The 
commentator will reveal little 
known facts about winter sports, 


and will present a number of guest 
stars who are prominent in sports. 
The featured product throughout 
the winter will be Arco double-run- 
ner skates, a new development in- 
troduced in mid-winter last year. 
The skates are designed to enable 
children to skate at an earlier age 
than ever before, and to make un- 
necessary a new pair of skates each 
season for growing children. The 
fixed price is 98 cents. Gussow, 
Kahn & Co. handles the account. 


Bain Joins C&D 


Ralph H. Bain, formerly space 
and time buyer at Morse Interna- 
tional, has been appointed space 
buyer at Cowan & Dengler, New 
York, succeeding Helen Donovan, 
who has resigned after 14 years 
with the agency 


5. In no time at all, this article got around from hand to 
hand and mouth to ear at bollworm rallies ... until the 


Department of Agriculture’s head bollworm man was 
heard to say that the Pink Peril article had become the 


local “Bible” on its subject... 


6. And until every time two or more Texans got to dis- 
agreeing on the bollworm subject, it was an almost sure bet 
that at least one of them would yank August Country 
Gentleman (Oops! There goes our mystery.) out of his 
pocket to prove just what was what. 


7. Now. .. for a big national magazine to become the 
wheelhorse of a big and serious local movement may 


em curious... 


Taxicab Advertising 
Company in Chicago 

Taxicab Advertising Company 
has been organized in Chicago at 
134 N. LaSalle street with E. W. 
Fink as manager. The company 
has made arrangements to place ad- 
vertising posters in 1,600 Yellow 
cabs, with the possibility that cabs 
of other companies may be added 
in the future. 

Two sizes of posters are offered 
advertisers with first releases sched- 
uled to appear about Jan. 1. Reg- 
ular agency commission is allowed. 


To Represent “You” 

A. D. McKinney has been ap- 
pointed advertising representative 
mis .ne to cover the 
in St. 


for You 
South, with neadquarters 
Louis. 


| 
New Colors for | 
Propper-McCallum 

A substantial increase in advertis- 
ing will mark the introduction of 
Peppermint and Cordial, new holi- 
day colors in the lines of Propper- 
McCallum Hosiery Company, New 
York. 

The new colors will be announced 
in page insertions in Vogue for Nov. 
15 and Dec. 1 and in Harper’s Mag- 
azine. Pettingell & Fenton is the 
agency. 


Rambeau Adds Three 


Three radio stations have placed 
their national representation with 
William G. Rambeau Company, 
Chicago, under its major market 
spot sales plan of standardized 
presentation. The stations are 
WIND, Chicago; KITE, Kansas City, 
and WOL, Washington, D. C.. 


&. But this time there's nothing curious about it, for 
Country Gentleman is always doing things like this... 
and has, in fact never yet failed to get action for any idea 
or cause sponsored by its pages ! 


SSS ‘ 


and over-sold cities. 


9. Which brings us gracefully around to where the 
Texans’ fight against Pink Bollworm points a moral for 
almost any manufacturer’s 


goods. And it’s plain as the teeth in a Bollworm’s head 
that when a magazine reaches some 2 million big-buying 
families not otherwise too well reached .. . and reaches 
them with as much help per issue and as much influence 
per lifetime as this one does... 


_x——— 


Wi. Then... that magazine just naturally gives you more 
for your money than below cream-line selling in the big 


~ Country GENTLEMAN 


NATIONAL SPOKESMAN FOR AGRICULTURE 


FOR CHRISTMAS DRIVE 


They all want a 
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Bissell Carpet Sweeper Company, Grand 
Rapids, will use this display in a special 
holiday drive. The flat card is attached 
to a platform which will hold any of the 
various Bissell models. Zipprodt, Chi- 

cago, created the display. 


CCA Board to 
Sift Charges of 
Auditing Laxity 


New York, Nov. 8.—The attack of 
a member publication on auditing 
methods employed by Controlled 
Circulation Audit, Inc., was referred 
to the CCA board of directors at the 
seventh annual meeting held here 
last week-end. E. N. Downs, CCA 
president, said that an investigating 
committee has been appointed by 
the board to sift the charges. 

The charges were filed recently by 
Metal Cleaning and Finishing, Pitts- 
burgh, alleging that the CCA issued 
an audit report based on post office 
receipts issued to a printer instead 
of to the publication being audited. 

The meeting voted full confidence 
in Frank Avery, CCA managing di- 
rector, who was mentioned in the 
charges. 

Directors re-elected at the meet- 
ing included President Downs, Ethyl 
Gasoline Corporation; Treasurer S. 
W. Dean, Jr., J. Walter Thompson 
Company; J. N. McDonald, Ana- 
conda Copper Mining Company, and 
Leonard Tingle, Progressive Grocer. 
Officers of CCA will be elected at a 
meeting of the board of directors 
Nov. 17. 

Treasurer Dean reported that for 
the first time, CCA is operating in 
the black. 

Mr. Downs urged that publishers 
who are members of CCA take steps 
to organize an association similar to 
the Associated Business Papers, Inc., 
which is limited to members of the 
Audit Bureau of Circulations. Mrs. 
Mabel Hanford, Batten, Barton, 
Durstine & Osborn, recommended 
that instead of a separate organiza- 
tion, a joint association be formed 
with the ABP. 

After the close of the CCA meet- 
ing, informal steps were taken to 
explore the possibilities of having 
ABP open its membership to CCA 
publications. 


Baker Adds Kansteiner 


Walter J. Kansteiner has been 
appointed Western bulk sales man- 
ager of Walter Baker & Co., with 
headquarters in Chicago. 
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Against Your 
Policy,eh? 


Maybe that policy needs chang- 
ing. Maybe it's standing in the 
way of your getting business 

. business you're not getting 
now. It Was against the policy 
of a department store to adver- 
tise in High School Publica- 
tions. So it advertised its boys’ 
coat-and-slacks sets in a news- 
paper. Spent $666 for space 
alone. And had exactly 6 boys 
come in to look .. while a 
competitor, with some beer 
jackets to sell, used High School 
Publications—spent a lot less 

. and sold a whole lot more. 
Maybe your policy needs bring- 
ing up to date. Maybe you'd 
better investigate these High 
School Publications which reach 
all or any part of 858,543 boys 
and girls ...exclusively. 
Maybe you'd better write for 
the latest facts this very min- 
ute Address Richmond Adver- 
tising Service (NOT an adver- 
tising agency), 26 Court Street, 
Brooklyn, N. Y. 
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Pea Conners’ First 
Co-op Drive Gets 
$150,000 Budget 


Chicago, Nov. 9.—Pea canners 
have joined forces to launch the 
industry's first cooperative cam- 
paign to start in January on a 
budget of $150,000 which provides 
for magazine and newspaper copy 
and store displays, it was learned 
here today. 

Backed by canners whose pro- 
duction represents 80 per cent of 
the national volume, the campaign 
is expected to be of material aid in 
marketing this year’s record pack. 
The 1938 pack is estimated at 25 
million cases, an increase of 20 per 
cent over the normal yield. 

Campaign plans were formulated 
at a meeting here of an industry 
committee headed by Dan Gerber, 
vice-president of Gerber Products 
Company, Fremont, Mich. 

Provide Dealer Aids 

Store display will be a major 
factor in the campaign with retail- 
ers scheduled to receive this mate- 
rial in time to help them tie in with 
consumer copy which will appear 
about Jan. 15 in The American 
Weekly, This Week and rotogravure 
sections of eight newspapers in 
selected markets. 


Full pages will be used in the | 


two magazines, with the rotogra- 
vure insertions each to occupy 1,000 
line space. Present plans call for 
repeat insertions in March. 

Preceding the consumer copy will 
be advertising in several grocery 
publications designed to stimulate 
retailers’ interest in the promotion. 
Magazines on this list include 
Co-operative Merchandiser, Inde- 
pendent Grocergram, National Gro- 
cers’ Bulletin, Progressive Grocer 
and Super Market Merchandising. 

Leo Burnett Company is_ the 
agency in charge. 


Guzman Joins Snow 


Paul de Guzman, formerly group 
sales executive in the Boston office 
of McGraw-Hill Publishing Com- 
pany, has joined Walter B. Snow & 
Staff, Boston, in an executive ca- 
pacity. 


Joins Sarra 


A. A. Kochendorfer has joined 
the sales staff of Sarra, Inc., Chi- 
cago photographer. He was for- 
merly with Underwood & Under- 
wood, Chicago. 


Heymann Joins Monarch 
Maxwell S. Heymann, formerly 
with H. W. Kastor & Sons Advertis- 
ing Company, New York, has joined 
Monarch Advertising, New York. 


Five-Year Drive 
Started to Stress 
Taxation Burden 


New York, Nov. 8.—A five-year 
campaign to make the “man on the 
street” tax conscious was started 
last week by the Committee of 
Americans, Inc., with the coopera- 
tion of 80 newspapers from coast 
to coast. A series of six advertise- 
ments has already been released. 
Copy has been prepared by the com- 
mittee, but the cost of space is being 
defrayed by local individuals and 
organizations or, in some cases, do- 
nated by the publisher. 

The Committee of Americans has 
been in existence for about three 
years, but the current copy marks 
its debut in advertising. Plans now 
projected call for the regular re- 
lease of copy over the next five 
years, and a gradual increase in the 
number of cooperating newspapers 
and local sponsors. 

The current activity is an out- 
growth of the National Industrial 
Conference Committee, formed by 
a group of industrial leaders, who 
mapped out a tax education cam- 
paign involving an appropriation o1 
$5,000,000. This project was dropped 
when it was decided that solicita- 


SACRAMENTO BEE 


Me PEOPLE mean even 
greater sales for Northern 
California in 1939...take advan- 
tage of the rich, important uni- 
fied Inner California trading 
area! It can be adequately cov- 
ered with daily newspapers on/) 
by the “Bee-Line’’! 


How United States Trading Areas 
Rank in Population and Retail Sales 


Rankin Rankin 

Market Sales Population 
Pa New York. . . 1 1 
~— [ee sb & « « 2 2 
agg Philadelphia . £3 3 3 
ae LosAngeles . . . 4 4 
2 Boston ..... 5 5 
-_ Detroit » 2 i ae 6 
=: i San Francisco « 2 7 7) 
7 Pittsburgh a 7 
Sr Louis ° 9 8 
Twin Cities . 10 ll 
Cleveland 11 10 
Washington, D.¢ 12 22 
Milw a He 13 12 
Baltimore 14 15 
Cincinnati 15 14 
Buffalo. 16 14 
INNER CALIFORNIA 17 18 
Providence . lt i6 
Kansas City 19 17 
Portland (Ore 20 28 


FRESNO BEE 


MODESTO BEE 


INNER CALIF 


Use the three BEES*, 
Sacramento Bee, Mo- 
desto Bee, Fresno Bee 
...toreach the top 60% 
of Inner California fam- 
ilies ...a combined cir- 
culation 40% greater 
than that of any combination 
of daily newspapers distributed 
from other metropolitan centers! 


*Plus a Stockton Newspaper 


ONLY COMPLETE RADIO COVERAGE! 


80° of the radio families of Inner 


California ... which can not be cov- 


ered adequately by San Francisco or 

Los Angeles stations . . . listen regu- 

larly to these MCCLATCHY STATIONS: 

KFBK Sacramento «+ KWG Stockton 

K MJ Fre 1nO . K E R N Bake rsfre ld 
KOH Reno. Nevada 


McClatchy Broadcasting Co. Stations 


represented malionaily 0) the 


Paul H. Raymer Company 
New York Ch Derroit 


cage San Francis 


TO 


TNT 


ORNIA 


MERCHANDISING 
SERVICE 


The “Bee Newspa- 
pers” maintain a top 
rank merchandising 
service comparable to 
the best in the nation. For com- 
plete details write to the Sacra- 
mento Bee. 
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JAMES McCLATCHY PUBLISHING CO. 
O'MARA & ORMSBEE INC 


NEW YORK + CHICAGO + BOSTON + DETROIT 
ATLANTA + SAN FRANCISCO + 1O$ ANGELES 


ENLIGHTENING THE POOR TAXPAYER 
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Government spending is what makes taxes; 
cut needless expenditures—reduce deficits—and we can cut taxes! 


WOW EL 


» » about TAXES and YOU 
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Ivory time we pay on sleciric light bill we 
of every 84 of & toward tones 
yearly um tames by every telephone user the housewile peys $1 
oul of every $4 she spends tor tance figured in prices of products 
the buys approximately 95% of eur rent is taxes there are 


are giving $: cut 
An average of S99) ¢ pad 
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140 differen: tenes higured in the cost of © pais of shows—even for 

the baby there are 53 or more ditterent kinds of taxes in & lent 

bread The cost of the everege car is peid out all over again 

every tour years by taxes the motorist peys in operating & in 

drugs—s bottle of milk of magnesis carries 378 different anes 

Tames on the petroleum industry and ite product) about equa! 

weges paid Railroads anes heve more than doubled since 1916 

—new about > of our fare is tamer and on end on endon . 

and we the Consumer have te feet the bill | 

A simple detinision of tunes might be “he money ken from ihe | 

bi edt 0 pay the expense of Government—Federal, Sas and | 
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This full-page insertion, scheduled for 80 newspapers, marks the beginning of « 
five-year campaign by the Committee of Americans to make the average citizen 


|tion of large donations from busi- 
ness organizations would open the 
way for serious criticism. 

Subsequently, however, the Com- 
mittee of Americans was formed. 
At the start, attention was centered 
on building up the organization and 
membership, with little attempted 
in the way of promotion beyond the 
sending out of bulletins, posters and 
tax calendars. Finally the present 
advertising campaign was laid out 
to be based entirely on local co- 
operation. 

Officers of the committee are 
Berkeley A. Thomas who, as presi- 
dent, devotes his whole time to the 
project; Norman Alliderdice, Arch 
Machinery Company, Pittsburgh, 
vice-president, and Arnold Davis, 
New York attorney, legal counsel 
and secretary. 
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tax-conscious. 


Joins Wire Company 

Charles N. Schmidt has resigned 
as advertising representative of 
Steel in Ohio and Michigan, to join 
the advertising department of 
American Steel & Wire Company, 
Cleveland, where he will supervise 
merchant product advertising. Mr. 
Schmidt was formerly technical 
news representative of Republic 
Steel Corporation. 


Loewus Appoints Lewin 

G. Loewus & Co. Inc., New York 
vintner, has appointed A. W. Lewin 
Company, Newark, as advertising 
agency for Nalco wines. Newspa- 
pers will be used. 


“Courier” Names Bidwell 


R. J. Bidwell Company has been 
appointed to represent the Evening 
Courier and Courier Journal, Pres- 
cott, Ariz. 
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RALEIGH, N.C. 


5,000 WATTS-CLEAR CHANNEL 
FREE & PETERS, INC., NATL REPRESENTATIVES 
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Asks Insurance Men 
to Let Advertising 
Do More Work 


Copy Should Handle 
Three of Four Sales 
Steps, Says Haynes 


Chicago, Nov. 8.—Advertising can 
and should be the tool used in over- 
coming initial sales resistance on 
the part of the life insurance pros- 
pect, Eldridge Haynes, vice-presi- 
dent, McGraw-Hill Publishing Com- 
pany, told the Life Insurance Sales 
Research Bureau here last week. 
Mr. Haynes argued that too many 
companies at present put the whole 
job up to the salesman, with a con- 
sequent loss in efficiency and re- 
sults. 

The McGraw-Hill executive was 
a guest speaker at the joint con- 
vention held last week by the Bu- 
reau and the Association of Agency 
Life Officers at which applicant 
testing, sales training and other or- 
ganization problems were major 
subjects. 

Mr. Haynes outlined four possible 
considerations that a prospect for 
more life insurance might be ex- 
pected to have in his mind. These, 
he said, are the four major selling 
steps which a salesman must as- 
cend to write a policy. 

“The only good reason for em- 
ploying salesmen,” he remarked, “is 
to negotiate the fourth step.” 

This, he added, constitutes a fun- 
damental difference between the 
selling of life insurance and that of 
selling radios or automobiles, inas- 
much as most life insurance must 
be “individually tailored.” 

The salesman alone is the one 
who can best perform the task of 
“tailoring” the insurance policy to 
suit the prospect’s needs, Mr. 
Haynes said, and then asked: 

“But how much of the salesman’s 
time is devoted to performing this 
special job? 

“How much of his time is de- 
voted instead to seeking interviews, 
selling the need of more insurance, 
selling his type of company, and 
the security and advantages of his 
own particular company? 


Examples in Other Fields 


“These selling jobs can be done 
by advertising. They are being done 
by advertising in the automobile, 
radio, refrigerator industry and 
countless others.” 

Placing the entire burden upon 
the salesman, Mr. Haynes said, can 
be cited as a principal reason for 
the high cost of selling in the insur- 
ance business. 

“If you were to divide the num- 
ber of calls your salesman makes 
into his annual income,” he re- 
marked, “you would probably find 
that you are paying between $1.50 
and $2.50 per call. And if you had 
a record of every call you would 
find a substantial share of them de- 


RESULTS 


WFBR’s high ratio of 
RENEWALS is the best 
evidence that ad- 
vertisers get results. 


MITIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


ADVERTISING AGE 


voted to the first three steps in the 
sale. 
“Advertising has justified itself 
only because it performs these first 
three steps to a sale at a fraction 
of a cent per call, thereby lowering 
your costs and freeing the salesman 
to devote more of his time to the 
one thing he alone can do and must 
do. This is tailoring the problem 
to fit the needs of the prospect and 
closing.” 
Mr. Haynes also declared his be- 
lief in the merits of salary plus 
compensation basis for salesmen 
rather than straight commission, 
citing McGraw-Hill’s experiences in 
this respect; and urged life insur- 
ance companies to increase their 
public relations efforts. 

New directors chosen by the Bu- 
reau are H. G. Kenagy, superin- 


tendent of agencies, Mutual Benefit 
Life Insurance Company; George 
A. Patton, vice-president and man- 
ager of agencies, Mutual Life In- 
surance Company of New York; W. 
S. Penny, director of agencies, Sun 
Life of Montreal; S. A. Swisher, Jr., 
agency vice-president of the Equi- 
table Life Insurance Company, and 
A. W. Tompkins, agency vice-presi- 
dent, State Farm Life, of Blooming- 
ton, Il. 


Ad Drive for Brandy 


Newspapers, magazines and busi- 
ness publications are being used in 
a new campaign for Asbach Uralt 
brandy by Rhine-Bavarian Corpo- 
ration, Newark, importer. Acorn 
Agency, New York, handles the ac- 
count. 


Greene Promoted 

J. D. Greene has been named 
manager of advertising and sales 
promotion of Berry Bros., Detroit 
manufacturer of paints and var- 
nishes. He has been in the sales 
promotion department for several 
years. 


Heads Markets Group 


Harold A. Stretch, advertising di- 
rector of the Philadelphia Inquirer, 
has been elected president of the 
First Three Markets Group, com- 
prising the Chicago Tribune, New 
York News and the Inquirer. 


Nelson to S&S _ 


Le Roy Nelson, formerly execu- 
tive vice-president of Advertising 
and Research, Chicago, has joined 
Simmonds & Simmonds, Inc., Chi- 
cago, as account executive. 


Newsweek’s 


September-October 


UP 42% 


Pop-O in East 

Pop-O Products, Chicago, pro- 
ducer of Pop-O French Fried pop- 
corn, will launch a_ seven-week 
campaign in Massachusetts news- 
papers. W. K. Cochrane Advertis- 
ing Agency, Chicago, is in charge. 


Three to Cochrane 


W. K. Cochrane Advertising 
Agency has appointed P. Wayne 
Jackson account executive, Thomas 
F. Kelly, director of public rela- 
tions and account executive, and 
Henry M. Stanley, radio director. 


Lowes to AD&P 


Joseph E. Lowes, Jr., formerly di- 
rector of advertising and publicity 
for United Aircraft Export Corpora- 
tion, New York, has joined Ander- 
son, Davis & Platte, New York. 


Advertising Revenue was 


For the months of September and October, 
1938, Newsweek's advertising revenue was 
42.3% ahead of last year’s September- 
October. And it already appears certain 
that Newsweek will continue its forward 
march in November by ringing up still 
another sizable gain. 


Significance ---- The reasons for 
Newsweek's remarkable advances, which 
come at a time when gains are conspic- 


ewsweek 


The Magazine of News Significance 


uously rare, are these: New advertisers in 
growing numbers are turning to Newsweek, 
while satisfied old advertisers are increasing 
their investments . . . because Newsweek's 
able-to-buy audience has proven high in 
responsiveness, yet low in cost. Based on 
its thrifty page rate, a dollar spent on 
Newsweek space delivers 194 families with 
annual incomes of $3,000 or better. No 
other national magazine offers so much . . . 
for so little! . . . . The Trend's to Newsweek. 
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Asserts Sales 
Managers Should 
Rule Ad Planning 


New York, Nov. 8.—Sales man- 
agers should insist on being “the 
overlords of advertising,” Burton 
Bigelow, Buffalo merchandising 
consultant, told the luncheon meet- 
ing of the Sales Executives Club of 
New York last week. 

Asserting that “advertising is a 
process of mass selling,” the speak- 
er declared that the ideal sales 
manager has control over all sales 
efforts. Sales promotion also ought 
to be under the direction of the 
sales manager, according to Mr. 
Bigelow. 


Urges Study of Law 


The audience thought he was 
joking when he suggested that it 
would be a good idea for sales 
managers to attend law school, but 
he went on to prove his seriousness. 
“Lawyers will write the sales talks 
of the future,” Mr. Bigelow pre- 
dicted, “and every sales executive 
ought to take a keen interest in 
legal matters.” 

Government control over adver- 
tising has only begun and the Fed- 
eral Trade Commission will soon 


| 
| 
| 
| 
| 
| 
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YOUTHFUL IDEA OF VALUE OF ADVERTISING 


This poster, created by Francis Johnston, 17 year old high school student of Toronto, won first prize of $150 in a contest 
sponsored by the Toronto Young Men's Advertising and Sales Club. It was shown at the recent exhibit of the Advertising 
white, 9.3 per cent. As might be anticipated, the study indicated greater readership of business paper advertising, on 


take to examining sales presenta- 
tions and even the selling talk 
which a salesman gives to prospec- 
tive customers, Mr. Bigelow pre- 
dicted. 

The speaker, author of a number 
of books on selling, defined sales- 
manship as the “art of getting ex- 
traordinary results from ordinary 


the average, than of general magazine advertising. 


, 


men.” Sixty per cent of the sales- 
men in this country ought to be in 
some other business, he said. 


Piel to Ellis 


Sherman K. Ellis & Co., New 
York, has been named to handle the 
account of Piel Bros., Brooklyn 
brewer. 


phrase “paying coverage.” 


When Planning 
To Buy Time In 
Rochester .. . 
REMEMBER 
ROCHESTER 


BASIC CBS 


In basketball when the opposing team 
works itself within shooting distance cover- 
age is the all important thing—that’s where 
proper coverage wins or loses games— 
that’s coverage that counts! 


That radio time buyers today are alert to 
the difference between just coverage and 
“pay-off” coverage is evident in their 


By “paying coverage” time buyers mean 


PREFERS ...... 


Time Buyers Call It Paying Coverage 


off” coverage. 


Representatives: Paul H. Raymer Co.; New York, Chicago, Detroit, San Francisco 


actual listener-per-dollar coverage as dif- 
ferentiated from map _ coverage. 
know the latter too frequently wanders 
off into the other fellow’s trading area 
(well provided with its own stations) and 
stalls at the listener’s aerial. 


It’s not the potential listening area,— it’s 
the actual listeners you get! 


gives you—And that’s all you pay for! 


Lovers o 


Coverage 


They 


That’s “‘pay 
That’s the coverage WHEC 


J swolees Oppose 
Differentials in 


Minimum Prices 


New York, Nov. 8.—Although 95 
per cent of the country’s retail jew- 
elers favor price maintenance on 
branded lines, sharp divergence of 
opinion on many details of fair trade 
operation is revealed by a study just 
completed for Jewelers’ Circular- 
Keystone by Reinhold Wolff. 

The carrying charge for instal- 
ment sales is one of the rocks on 
which the trade’s unanimity broke. 
One of the questions asked was 
whether different prices should be 
established for cash and credit sales. 
About 57 per cent of the respond- 
ents voted for a uniform minimum 
price, the remaining 43 per cent 
asking for a differential. A higher 
percentage of credit than cash 
jewelers went on record against 
price differentials, apparently feel- 
ing that a two-price system would 
operate against this method of mer- 
chandising jewelry. 


Problems of Trade-Ins 


“The trade-in allowance plays a 
major part in some jewelry store 
lines,” said Jewelers’ Circular-Key- 
stone, in analyzing results of the 
survey, “and in the opinion of most 
of those replying is a real menace 
and one of the paramount evils of 
the whole set-up. Yet there is a 
strong feeling that it could be out- 
lawed on price maintained lines, or 
at least an effort should be made to 
remove its poison teeth by limiting 
these trade-in allowances through 
maximum clauses in fair trade con- 
tracts.” 

Whether the minimum prices es- 
tablished by the few jewelry manu- 
facturers who have availed them- 
selves of the permissive features of 
fair trade laws should be lower than 
list prices, in order to give flexibil- 
ity to the price structure is another 
moot point covered by the survey. 
About three-fourths of those reply- 
ing to the questionnaire, however, 
voted against this method, insisting 
that one price is the more desirable. 


Fawcett Promotes Gants 

E. J. Gants has been appointed 
advertising manager of Mechanix 
Illustrated and Fawcett Men’s 
Group, New York. M. G. Grover, 
formerly on the sales staff, has 
been named Eastern advertising 
manager, succeeding Mr. Gants, 
who held the post for the past five 
years. 


‘Opens Philadelphia Office 

Consolidated Lithographing Cor- 
poration, Brooklyn, N. Y., has 
opened offices and display rooms in 
| the Lincoln-Liberty Bldg., Philadel- 
| phia, with Albert B. Voice as man- 
| ager. 


Scribner in New Post 


|__R. B. Scribner has joined the New 
York office of Tenney, Woodward & 
Co. in an executive capacity. He 
| was formerly vice-president of 
Townsend & Townsend, New York 


Two Join “Elks” 


Jack J. Boyle, formerly with Mec- 


ing, formerly with the New York 


| zine, New York. 


——_—_—= 


Coming 
Conventions 


Nov. 14-16. Annual convention 
Life Advertisers Association, Atlan. 
tic City. 

Nov. 17. Eastern Seaboard meet. 

ing, American Association of Aq. 
vertising Agencies, Hotel Rooseve}; 
New York. 
Nov. 22. Central States meeting 
American Association of Advertis. 
ing Agencies, Medinah Club, Chi. 
cago. 

Nov. 28-30. Annual convention 
Associated Grocery Manufacturer, 
of America, Waldorf-Astoria, Ney 
York. 

Dec. 27-30. Annual convention, 
American Marketing Association, 
Detroit. 

Jan. 21. Midwinter meeting, Aq. 
vertising Affiliation, Buffalo, N. Y, 

March 7-10. Annual Packaging 
Exposition, American Management 
Association, Hotel Astor, New York 

April 28-30. Annual convention, 
Associated Business Papers, Inc 
The Homestead, Hot Springs, Va. 

June 12-17. Annual convention, 
Lithographers National Association, 
Westchester Country Club, Rye, 
ms Es 

June 18-22. Annual convention, 
Advertising Federation of America, 
Waldorf-Astoria, New York. 

June 25-29. Annual convention, 
Internatior.al Association of Display 
Men, Hotel Astor, New York. 


Allen Names C-L 


Louis L. Allen, Inc., New York, 
antiques and reproductions, has ap- 
pointed Campbell - Lampee, New 
York to handle its advertising. Busi- 
ness papers and direct mail will be 


used. Venezian Art Screen Com- 
pany, New York, has also named 
the agency to direct its account. 


Magazines and direct mail will be 
used. 


Campbell Advanced 


John L. Campbell, formerly on 
the New York sales staff, has been 
appointed Western advertising man- 
ager of Woman’s Day, with offices at 
360 N. Michigan avenue, Chicago. 


Right from your doo 
to your clients’ with mats, half-tones, electro’ 
printed matter, anything — at low economice 
cost. Phone .. . We pick them up (no ex! 
charge), route them by fast trains, or >Y 
super-swift Air Express — 2500 miles overnig” 
— anywhere. Delivery without extra expen 


Just phone our nearest office. 


RAILWAY 


Cann-Erickson, and Donald N. Whit- 


Post, have joined The Elks Maga- 


EXPRESS 


| AGENCY INC. 
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Frigidaire Tests 
Market for Home 


FrozenFoodCabinets 


First Copy Appeals to 
Sportsmen's Pride in 
Seasonal Catch 


(Picture on Page 39) 


Dayton, O., Nov. 9.—The hunting 
season and increased interest in 
game dinners have provided the 
Frigidaire commercial division of 
General Motors with a timely op- 
portunity to make its first public 
offering of frozen storage cabinets 
for home use, it was disclosed here 
this week with the release of copy 
to two magazines in the sportsmen’s 
field. 
This venture is viewed as the re- 
sult of considerable experiment on 
the part of Frigidaire in developing 
a consumer angle to frozen storage 
possibilities. 
Copy in Country Life & The 
Sportsman and Field & Stream 
makes a direct appeal to hunters to 
enjoy “today’s bag” two months 
hence. The insertion in the first 
} magazine used cartoon technique to 
Fpicture two hunters homeward 
bound after a day’s sport, with one 

regretting the brevity of the season. 

His companion, the owner of a Frig- 

idaire frozen storage cabinet, an- 

swers this by inviting him to dinner 
}two months later. At this meal, both 
Hrelive the pleasure of that day in 
Heating the birds which have been 

kept fresh and tender in the Frigid- 
Yaire cabinet. Friend housewife also 
| has a good word for the cabinet, re- 
' marking that “it also lets me keep 
, supplies of the new frosted foods 
jn the house.” 

Copy in the other magazine em- 
ployed the same theme but used a 
single illustration rather than a car- 
toon. 


Prices Start at $135 


® Retail prices on these cabinets 
Wrange from $135 up, according te a 
company spokesman. Copy men- 
Htioned no price but bore a coupon 
for inquiries. 

It is not expected that the cabi- 
nets will replace present refrigera- 
tion in any way, inasmuch as their 
temperature range is said to be from 
itive below zero to ten degrees above. 
)The interior space of the smallest is 
10% inches deep, 15% inches high 
and 21 inches long. 

Lord & Thomas is the Frigidaire 


agency. 


New Work for Park 


George S. Park, formerly adver- 
Using and sales promotion manager 
of the Westinghouse Air Condition- 
ing Division, Mansfield, O., has 
joined Industrial Publishing Com- 
pany, Cleveland, as sales promotion 
manager. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


ice 
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Declares Britons 
Waste 33% of 


Promotion Dollar 


London, Oct. 25.—Drummond L. 
Armstrong, former chairman of the 
Advertising Managers’ Association, 
opened the first meeting of the 
newly formed Incorporated Adver- 
tising Managers’ Association here 
last week with the assertion that 


$75,000,000 of the total amount 
spent on advertising in Great 
Britain is wasted through ill- 


considered judgments, wrong ad- 
vice and the ignorance of the ad- 
vertisers. Mr. Armstrong esti- 


ally on advertising here. 

“The advertising managers | 
the future salvation of the ad-| 
vertising business,’ Mr. Armstrong | 
continued. “By their knowledge | 
and their experience in advertising 
they can gradually weed out the 
inefficient and the unnatural ele- 
ments in advertising and can cer-| 
tainly change the attitude, based on 
ignorance, of so many advertisers.” 


Wants Errors Corrected | 


Mr. Armstrong, who was for-| 
merly an advertising manager and | 
is now partner in an agency, pro- | 
posed that the association should | 
get in touch with 


|reasonable size who do not at 


advertisers of | account 


and $300,000,000 is spent annu- | agers and point out to them the 
|error of their ways. He suggested 


also that the association could in- 
crease the standing of individual 
advertising managers by sponsoring 
or associating itself directly with 
an educational scheme for adver- 
tising managers which would add 
weight to their professional quali- 
fications. 

Mr. Armstrong said he was 
biased in favor of the small agency; 
that the large agency offered, for 
the most part, an impersonal serv- 
ice, and the small agency a personal 
one. He spoke of the danger which 
large agencies face of having their 
executives go to other 
agencies, taking their accounts with 


mated that between $250,000,000 | present employ advertising man-| them. 


@ The child’s play of today is the serious business of tomorrow 


and KLZ has an eye to both. 


For the sixth consecutive year Denver’s public schools are on 
the air weekly over this station ... during the past two years children 


have been the actors in a Saturday morning studio feature... every 


day sees KLZ devoting time to children and their interests. 


When tomorrow’s housewives are ready to buy, the voice of 


KLZ will be as familiar and well-heeded as it is now to their elders. 
Thus KLZ advertisers are doing more than selling today’s buyers. 


They are ringing up tomorrow’s sales as well. 


AFFILIATED IN 


Libbey to West Coast 


George Libbey, who has super- 
vised advertising and sales promo- 
tion activities on heating devices in 
the appliance and merchandising 
department of General Electric 
Company, Bridgeport, Conn., has 
been transferred to the west coast 
as commercial representative. His 
headquarters will be in Ontario, 
Calif. H. R. Smith succeeds Mr. 
Libbey as advertising supervisor 
for the heating device section. 


Boyle Appoints Levy 

Boyle Leather Goods Company, 
New York, has appointed Raymond 
Levy Organization, New York, to 
handle its advertising account for 
1939. National magazines and di- 
rect mail will be used. 


KLZ — venver 


CBS AFFILIATE @ 560 KILOCYCLES 


MANAGEMENT WITH WKY 


AND THE OKLAHOMA PUBLISHING COMPANY. 


THE KATZ AGENCY INC. — REPRESENTATIVE 
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" ADVANCE" PROOFS ON NEW OLDSMOBILE able to identify correctly their local| turns,” a program which one re. 


‘Blue Coal’ Follows | distributor. search organization discovered ay 


I | Credited with this development | year to be the most popular after. 
e 7 ‘ t, ‘are the cooperative campaign run | noon show on the air. a 

@ Sales Gain with NY ween ‘last season, telephone listings of |. John Barclay, blue coal” heat. 
i dealers and increased local adver-|ing expert, will appear on all of 

‘oe R ( ( . 'tising by dealers. The cooperative |these programs. His talks will no, 
Plans Heavier Use of 
Both Newspapers and 


/campaign will be repeated, with the only stress the advantages of “bly. 
Radio 


Be § ” ; ; 
ND ply |name and telephone number of coal,” but will also tell listener, 


J d every “blue coal” dealer promi- how they can be aided through us 


W-PRICE FIELD 


E |nently displayed in every advertise-|°f the ‘blue coal” heating servigg 
a ‘ment in his territory. an important phase of the com. 


More than 650 newspapers will a x aagnenige i ge 
'be included on this season’s sched- eaers ore Wal 1S Sery. 


i t ule, a substantial increase over the ice program through a series of one. 
Es ‘000 iy was used in 1937-1938. week meetings scheduled throug 
| ameeeGnrene CAR td the winter, with the basic objectiy. 
New York, Nov. 8.—The Del: pn ; 
9 SOV. B= S08 Lem = Mr Drive Divided Seasonally of these classes set forth as show; 
ware, Lackawanna & Western Coal ‘a POE ‘ P . |the dealer how he can get and en 
Company, more familiarly known uw» | The D. L. & W. campaign is di-| 10° me 


his share of local business throug) 


’ : = —— a,” / r ts > ett . , ae y © 
as the producer of “blue coal,” in _7 ._—~ 1S se nest Vine SURERRESY 86 WER OF Sy Be” helping the home owner to meet hi: 


disclosing its campaign plans for ritories. Early season copy urges}... j 
the poe cua Soe poor no- coal purchases while reduced prices SS en — 
tice that it aims to equal or surpass =e still in effect; mid-winter copy been produced for use in this d vn 
the 17.4 per cent sales gain scored emphasizes the a of “blue aoe Also held of poet. . 
heal wane. coal,” while the spring insertions eye nel ap ef Ry e by 
The new campaign, the largest in Wil) PU See Sree SOR Saere. is its crate organ "Blue ‘Ca 
the company’s history, will make ee ar he pores for stews ” tite 
caine ohne is senate anil a emphasis in the major market areas : . 
Sage last "ae, "eompang Avot served by the company. In the mid- F aieeiend ama eri 
utives said today. This schedule in- dle Atlantic territory, copy will —s E etl Jr his assist: . 
dies wewinenets, vedla, sound stress the fact that most furnaces aaa She pHing F sane ant, 
and slide films, outdoor bulletins in this area are designed for = sivitie ee 4 Ruthrauff & — 
and & variety of dealer helze. thracite—and that “blue coal” is ag 4 - pase yan, 
A new development this season America’s finest anthracite. New aia a 
will be division of the newspaper England insertions will attempt to —————— 
campaign into four major sections, combat the foreign coals which To “Chain Store Age” 


with copy in each destined to play Change Manes —— Vit thd a. ball Type have —_— = — Copy will . G, Packer, Sermesiy adved 
Bs up three varying territorial appeals. thad while facies faite beta, Atduttd. appeal to the uy 4american spirit ing manager and assistant sales 
oe “Blue coal,” introduced nine — warn mare qucalit, Kas hen added, | of tg od oe and a a- director of W. T. Grant Compan; 
a years ago, has served effectively in eas re nak ue coal 1s & product of! and a director of the sales promo- im 
overceming a problem ordinarily | | Se labor. p ._ |tion division of the National Retai] B¥ 
held quite formidible in coal adver-| Oldsmobile division of General Motors took a unique way in emphasizing salient | A third campaign to be used in Dry Goods Association, has been B49 
tising, that of identifying the prod-| features of its new models in sending these “advance proofs’ to more than | Milwaukee and surrounding terri-| appointed associate editor of the Fy 
uct. The increase in sales scored 1,000,000 prospects under the dealers’ imprints. Corrections on the copy drew | tory will feature the new “1 and 2”! Variety Store Managers edition and F9 
Ca through use of this unique trade-| @ttention to those points which Oldsmobile will play up heavily in its forth. | Buckwheat-large size combination | Variety Store-General Merchandise 
ba mark has not been made without| ming campaign. Newspapers will be the principal medium in ge }of “blue coal.” Chicago and De-| Executives edition of Chain Store | 
#im close attention to many other fac-| °°°ording to V. C. Havens, advertising manager, with some 3,300 on the list. | troit newspaper copy will play up| Age, New York. i 
his tors. Early “blue coal” copy, it was ‘|the advantages claimed for “blue a a I 
recalled today, was successful in|revealed that even at that time 85 brought out in a report of a later| coal” over soft coal. Leonard Advances Jeffrey 4 
getting the product across to con-|out of every 100 coal users had survey, made shortly after the clos- 19 Stations Scheduled Walter Jeffrey has been ap- } 
sumers but fell down to some ex-|heard about “blue coal.’ Only 30 ing broadcast last spring. This sur- a cae oe 
a . or , : ae ee pointed assistant general sales man- 
i, tent in impressing the consumer|per cent of these, however, knew vey, company officials said, covered Eight radio stations of the Mu- ager of Leonard Refrigerator divi- 
tee with the name and location of the | which dealer in their community the same cities as that of 1934. It|tual Broadcasting System have 


sion of Nash-Kelvinator Corpora- 
local dealer who could supply this|sold the product. revealed that 88 per cent of coal| been added to the eleven used last tion, Detroit. He joined Kelvinator 


coal. The success of the company’s ef- | users had heard of “blue coal” and| year for the Sunday afternoon] jn 1929 as household sales promo- 
A survey in 1934, for example, |forts in remedying this situation is |that nearly 60 in every 100 were| broadcast of “The Shadow Re-| tion manager. 


— = 


ne nanan a I 


“Same old story—Got the votes of the multitudes down on the Wrong 
Side of the Tracks. That’s where all elections are won and lost.” 


“How did you manage to advertise down there? Those people don't 
read much. Magazines and newspapers boast for most part that they 
don’t circulate there.” 


“Well, to tell the truth—and I guess it is safe to tell the truth now 
that election is over—we did a lot of sniping.” 


“Sniping?” 


“Yes. posting bills on peoples walls and hoping they'd stay up a 
while. Running a bit of a risk of law suits, but they don’t bother 
us much in this business—especially if we win.” 


“I should think that would make as many enemies as friends.” 


“That's just the trouble. Frequently it does. Of course, the real way 
te do it would be through Criterion Service, who lease the walls, put 
up framed steel panels at eye level, and post the displays at a cost 
of ten cents per display per day. But they won't play ball with us 
poor politicians for such a short haul as an election campaign. But 
I'm telling you, brother. if I were selling goods instead of getting 
votes, that’s how ['d advertise. 


“And where? Right down there on the Wrong Side of the Tracks 
where the votes are thickest. For every vote means stomachs to fill. 
bodies to clothe, homes to equip, and tobacco to smoke. More people. 
bunched thicker, and not pestered to death by advertising like the 
people in what you delight in calling the better naborhoods. These 
professional advertising folks can learn a lot from us old time poli- 
ticians. We know where the people are. We know how to bunch 
our hits and make every dollar count. In every election, it is always 
the rough, tough, densely populated naborhoods on the Wrong Side 
of the Tracks that decide the issue. 


“And in commercial advertising it works the same way only more 50. 


ey 


P. s.-send for “The Wrong Side of the Tracks and Other Queer 


Places” a fascinating booklet on this subject. 


celts om LS Criterion Advertising Company, Inc. 
Die MUTT PTR LY PLUS Pe 


—e- -—--——- 


420 LEXINGTON AVE., NEW YORK 
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"DOOMSDAY" ‘WAS NEWS AND COPY, TOO 


— — 


| “Doomsday w. was a fizzle 


“The world will end in the year One | 
Thousand.” So said the prophets. But | 
nothing happened. 
* America, too, has its gloomy prophets. | 
Has had them always. A railroad to the | 
Pacific was a silly day dream... the tele- i 
graph a plaything... the horseless car- | 
riage a toy for fools. But all their clamor 
could not stem the wheels of progress... 
wheels kept moving by the eagerness and 
vision of our pioneers. Today the spinning 
wheels of progress run more smoothly 
and travel everywhere... singing a song 


of cheer heard ‘round the world—a 


promise of ample rewards to Americans | 
with faith in themselves. | 


ANHEUSER-BUSCH 
Makers of the 
World-Famous 


alien ent ell 


The issue of the St. Louis Post-Dispatch, which featured a Page | story on the 
hysteria caused by the Orson Welles broadcast of a 
i] 


Budweiser 


MAKE THIS TEST 
prink Budweiser For FIVE DAYS. 
ON THE SIXTH DAY TRY TO DRINK A SWEET 
BEER. YOU WiLL WANT Budweiser's 
FLAVOR THEREAFTER. 


“Martian invasion," also 


carried this advertisement of Anheuser-Busch Company which, strangely enough, 


dealt with a “doomsday” theme and 


thereby drew above average reaction. 


| D'Arcy Advertising Company is the agency for the account. 


| Radio Network 
Billings Show Gain 
' Over 1937 Figures 


i New York, Nov. 8.—Radio net- 
ork billings showed an upturn in 
with combined sales 
cent higher than the 
month of 1937, according to 
released today by Mutual 
ting System, Columbia 
icasting System and National 

Broadcasting Company. The cumu- 

lative total for ten months, for the 
three chains, was three per cent 
larger than last year. 

» Combined network time sales for 

October were $6,511,629, compared 

$6,083,906 in October, 1937. 
he ten-month total was $58,364,- 

491, compared with $56,647,136 last 
veal 

The largest ratio of gain was 
scored by Mutual whose October 
billings were $347,770—the largest 
volume for any month in the his- 
tory of the network. Comparable 
figures for 1937 were $238,682, in- 
dicating a gain of 45.7 per cent this 
year. The ten-month total for Mu- 
tual was $2,322,026 compared with 
$1,735,255 last year, a gain of 33.8 
per cent. 

Columbia _ billings 
were nearly 50 
lan September, 
the 1937 figure. 
$2,389,895; 


igures 
' Broadc 


1D 
S Dbroat 


for October 
per cent higher 
but slightly under 
The totals were: 
1937, $2,505,485. 


1938 


Ten seein, 1938, $22, 365,777; 1937, 
$23,281,027. 

NBC hit a new high in October 
with billings of $3,773,964 compared 
with $2,979,241 in September and 
$3,339,739 in October, 1937. The 
increase over last month was 26.7 
per cent, and over last year, 13 per 
cent. The NBC total for ten 
months was $33,676,688 compared 
with $31,630,854 in the first ten 
months of 1937, a gain of 6.5 per 
cent. 


Cleveland Packers 
Form Co-op Group 


Packers and commission men of 
Cleveland have formed a coopera- 
| tive group known as Cleveland 
| Live Stock and Meat Industries to 
|promote sale of Ohio-raised and 
Cleveland prepared meats. 

Griswold - Eshleman Company, 
Cleveland, has been named to han- 
dle the advertising. 


Drescher Resigns 


Norman W. Drescher has _ re- 
signed as president and director of 
Distilled Liquors Corporation and 
subsidiaries, New York, effective 
Nov. 30. 


Sweets to Biow 


Sweets Company of America, Ho- 
boken, has appointed the Biow 
Company, New York, to direct its 
advertising. The account executive 
is Norman B. Norman. 


ve hung up the phone. 


rr 
3 COpy 


Wabash Ave. Chicago 


ses Files Ave. New York 


tion. Prints are rushed to you by air mail or special delivery. 

Mercury himself will drop them on your desk almost before 
If you haven't our big catalog, send $5 
which will be refunded on first order. 


PHOTOGRAPHIC ILLUSTRATIONS, INC. 


Don’t get into 
HOT WATER 
over 
PHOTOGRAPHS 
for 
ADVERTISING 


Ten to one you can 
find just what you want 
in our catalog of over one 
thousand exceptional photo- 
graphs. Save money, time, 


Phone Franklin 0074 
Eldorado 5-8580 


[Design i in Selling 
Commended to 


Typographic Body 


of 


Chicago, Nov. 8.—The Society 
Typographic Arts, regarded as a 
pioneer in design in advertising, has 
devoted too little attention to de- 
sign in selling, James A. Shanahan, 
editor of “More Business,” organ of 
the American Photo-Engravers As- 
sociation, told the STA at a din- 
ner meeting last week. The occa- 
sion was the opening of the annual 
exhibit of members’ work in Black- 
stone Hall, at the Art Institute of 
Chicago. The 40 exhibitors have 
provided 368 individual pieces of 
work, including book, advertising 
and package design. The exhibit 
will run through Nov. 20. 


Technique for Accomplishment 


“Let artists and designers pay 
some attention to design in selling,” 
urged Mr. Shanahan. “Design is a 
technique for accomplishing an end, 
and what is said for design in 
graphic arts may well be said for 
design in selling. 

“Even a cursory study of this 
exhibit of advertising art, ranging 
all the way from display advertise- 
ments to books and package de- 
signs, proves that the talents of 


‘Chicago artists and designers are 


isecond to none. 


It is pitiful that 


|talents for selling are so far infe- 


rior to artistic excellence. 
Change in Viewpoint 


“Some artists regard selling as 


\inartistic and beneath their dignity, | 
‘and in fact, some selling methods 


actually are. When I urge design- 
ers to improve their selling, I mean 
they should quit offering pictures, 
paintings and drawings as such and 
sell them entirely on their merits 
as advertising that will produce 
sales. In other words, let them ad- 
vertise their own services and then 
sell advertising rather than art 
work.” 

Mr. Shanahan marveled that so 
little attention has been devoted to 
educating business executives to the 
value of advertising. While a few 
agencies have conducted sporadic 
efforts along this line, no concerted 
and intelligent effort has been made 
“to advertise advertising to the 
great potential market of American 
business that has never j ‘perly 
nor adequately employed a. /ertis- 
ing,” he said. 

“It is only reasonable,” he contin- 
ued, “that thoughtful manufactur- 
ers wonder that the men who live 
from the returns of advertising 


|show so little confidence in it them- 


selves.” 


WTM] Applies for 
Television License 


The Journal Company, publisher 
‘of the Milwaukee Journal and 
operator of Station WTMJ, has 
| applied to the Federal Communica- 
tions Commission for a license to 
operate a television station. 

To test reception, the Journal 
plans to distribute, at its own ex- 
pense, 50 television sets in the Mil- 
waukee area. 


Weekly Group Adds Two 


Centre Island News, Hicksville, L. 
I., and the South Shore News, Mer- 
rick, L. I., have been added to the 
group of weeklies published by 
Griscom - Woodyard Publications, 
Glen Cove. The chain now num- 
bers ten. 


Agency for Scovell 


Scovell, Inc., Cleveland, dis- 
tributor for American Distilling 
Corporation, has named Griswold- 
Eshleman Company, Cleveland, to 
handle its advertising. Newspapers 
will be used. Earle Preble is ac- 
count executive. 


Herman on Own 


Louis F. Herman, formerly with 
Goldsmith Advertising Company, 
Newark, N. J., has opened his own 
agency at 207 Market street, New- 
| ark. 


completely eliminated. 


engraver, printer will 


Chica 


INVALUABLE TO PROFESSIONAL MEN 


Every agency production manager, 
find the COLOR 
PROPHET an indispensable tool in the plan- 
ning and production of printed material 
because the result of every stage of the job is 
immediately revealed in advance. 


SPECIAL BINDER 


A loose leaf binder of unusual sturdy mechan- 
ical design was developed to accommodate the 


ROBERT BURNS 


Exclusive Sales Agents : 
221 North La Salle cack - 


Every color 


INSURES 


pa ET 


Ws Ee a 7 - 
SHOWS OVER 12, 000 
“ILLUSTRATIVE COLOR 


EFFECTS AND 32 TYPE 
- FACES e BOTH BODY 
AND DISPLAY @ ILLUS- — 
TRATED IN 176 COLOR 
- COMBINATIONS. — 


Now you can foresee color problems 
IN ADVANCE OF PRELIMINARY EXPENSE| 


SAVES TIME AND MONEY 


The COLOR PROPHET prevents mistakes 
before they occur, by conclusively demon- 
strating to artist or engraver what can and 
cannot be done to secure a predetermined 
color effect. Costly experimental work, uncer- 
tainty, plate remakes and alterations are 


huge number of pages, and to give full easy 
display to every page. Fingertip pressure on 
the central button releases the pages and per- 
mits easy insertion of any additional material. 


division is keyed by durable 


celluloid, color dividing tabs. 


ACCURATE COLOR RESULTS 


Over 12,000 illustrated color combinations of 


indescribable 


artist, 
; thumb the 


at Nee, 
NAME 


.” 
TITTY 


ciTy 


Please send to me on a 
end of 10 days | am not satistied 
the COLOR 
will be returned to me immediately. Slightly higher in Canada 


beauty are immediately avail- 


able. To pick out any one combination just 


colored tabs. The COLOR 


PROPHET also demonstrates type against 
color effectiveness in 32 different body and 
display type faces. 


THE COLOR PROPHET 


292 


30 


10 day free trial the COLOR PROPHET. If at the 
it is understood that | can return 
ROPHET without charge, and that my money ($59.50) 
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FIC Insists on 
Literal Copy for 
Safety Razors 


American Agrees to 
Alter Claim Regarding 
Blade Quality 


Washington, D. C., Nov. 9.— 
Though advertising claims of Amer- 
ican Safety Razor Corporation, 
Brooklyn, are almost literally true, 
they will be further revised, accord- 
ing to a stipulation reported here 
by the Federal Trade Commission. 
The FTC was less flattering to copy 
of Motoshaver, Inc., San Francisco, 
in announcing that it, too, has 
signed a stipulation to discontinue 
misleading representations. 


To Abide by Decision 


The Brooklyn company has 
agreed to stop advertising that its 
safety razor blades are manufac- 
tured by the inventors of the original 
safety razor. While its Star blades 
have been manufactured since 1880, 
they were, prior to 1919, made dhe 


Kampfe Brothers, from whom the 
present owners acquired the busi- 
ness. 

American Safety Razor Corpora- 
tion has also agreed to cease adver- 
tising that its blades are 100 per 
cent uniform. Both it and the Fed- 
eral Trade Commission found that 
the degree of uniformity was high, 
but did not reach 100 per cent. Fin- 
ally, the company will no longer ad- 
vertise that its blades are manufac- 
tured by the most expert blade 
making system in existence unless 
this representation is confined to the 
manufacturers of single edge blades. 

The manufacturer of electric raz- 
ors agreed to cease using false pic- 
torial representations to show al- 
leged construction of its device. It 
will also discontinue claims that its 
products are patented or are the 
only streamlined razors on _ the 
market. 


Sal Hepatica Cited 


In a new complaint issued this 
week, the FTC charged Bristol- 
Myers Company with misleading 
claims in Sal Hepatica copy. The 
commission challenged the ability 
of the product to “correct all sys- 
temic acid conditions of the body 
such as are associated with rheum- 
atism, arthritis, neuritis and con- 
stipation.” 


65% of Radio 
Time Sustaining, 
FCC Study Shows 


Washington, D. C., Nov. 10.— 
Almost two-thirds of the radio fare 
offered by 633 stations throughout 
the country in a typical week was 
found to be non-commercial, ac- 
cording to an analysis made public 
today by the Federal Communica- 
tions Commission. 

The exact percentage of commer- 
cial time reported for the individual 
stations was 34.5. National net- 
works had a slightly greater pro- 
portion of commercial time, 38 per 
cent. 

These figures were based on the 
entire broadcasting day. Percentage 
of commercial programs is much 
higher in the evening hours when 
the listening audience is greater. 
The commission made public no 
figures on that phase. 

The survey showed that the larg- 
est stations have the highest pro- 
portion of commercial hours. Fifty- 
kilowatt stations, it was found, sell 
53 per cent of their time. Stations 
of 100-watt power or less sell 29 
per cent to sponsors. 

Recorded programs take up 69 
per cent of the schedule of stations 


which have no network affiliations. 


Sia ES Do 
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FULLER & SMITH & ROSS 


Many advertisers are con- 
sidering the use of sound 
slide films for regular sales 
training and to put over sales 
Others 
should be looking into this 
We have a long 
established, experienced film 


promotion plans. 
medium. 
department where you can 


get complete information and 
expert help. 


a. a 


CLIENTS 


Aluminum Company 
of America 


The Aluminum Cooking 
Utensil Co. 


Aluminum Ore Company 


Aluminum Seal Co. 


Fox Furnace Division 
of American Radiator Co. 


American Can Company 


American Lumber 
& Treating Co. 


The Austin Company 
The Bassick Company 
The Bryant Electric Co. 
The Bryant Heater Co. 


Central National Bank 
of Cleveland 


Chase Brass & Copper Co. 
Cleveland Fruit Juice Co 


The Cleveland Railway 


Company 


Commonwealth Shoe 
& Leather Co. 


P. & F. Corbin 


Country Life 
Home Corp 
The American Home 


American 


Mig. Co 


NEW YORK 


71 Vanderbilt Avenue Ldeerli 
loetliring o 


Detroit Steel Products Co. 
Emery Industries, Inc. 
Firth Carpet Company 


Fostoria Glass Co. 


General Stokers, Ine. 


The B. F. Goodrich Co. 
Brunswick, Diamond, 
Hood and Miller Tires 
Goodrich and Miller 
Drug Sundries 


Kensington Incorporated 
of New Kensington 


The Leisy Brewing Co. 


Mark Cross Company 


Mutschler Brothers Co. 


New York University 


The Pennzoil Company 
The Standard Register Co. 


The Strong, Carlisle & 
Hammond Co. 


Trundle Engineering Co. 
University School 


Virginia Hot Springs Co. 
The Homestead Hotel 


The Ward Products Corp. 


Westinghouse Electric 
& Manufacturing Co. 


Hotels Statler Co., Inc. 


Westinghouse Electric 
International Company 


Westinghouse Electric 
Supply Co. 


Lewis & Conger 


Westinghouse Lamp Div. 


Lincoln Bag Company 


West Penn Power Co. 


The WGAR Broadcasting 
Company 


The National Screw & 


The Wooster Brush Co. 
The Wooster Rubber Co. 


CLEVELAND 


1501 Euclid Avenue 


"NOW WE ARE MARRIED" 


BLIND DATE 
BECOMES 
LIFE MATE 


No. 21 In a Series of SWEET STORIES 


Mrs. E. J. O. of Gorham, Illinois, writes: “Several 
weeks before Christmas I met a young man on a 
blind date. As is usual in such cases, I was not par- 
tiealarly: interested. But when Christmas came and 
this same man called on me with @ box of Mawrakos 
Candies under h*+.v4rm, he won his way into my 
heart. Now we tre married and expect to live hap- 
pily ever after.” 


ATTENTION! Write us your experiences 
with Mavrakos Candies. A prize of $2.50 
in candy will be awarded for every Sweet 
Story published. Names will not be used. 


6 STORES iN St. Louls 


The happy ending to what seemed an unpromising romance provides a unique 

copy story for Mavrakos Candy Company, St. Louis. Mavrakos candy, naturally, 

played a part in winning the heart of the lady whose testimonial is used. The 

company offers $2.50 worth of its candy to other readers whose experience may 
offer similar sales arguments. Ridgway wempany | is the agency. 


Martin P: Promoted 


Walter Morris Martin has been 
appointed manager of the travel 
bureau of the Buffalo Courier-Ex. 


October Promotion 
Copy Volume Hits 
Six-Month High 


Chicago, Nov. 10.—Volume of 
promotional advertising carried in 
the advertising press in October 
was the largest of the past six 
months and 11.5 per cent greater 
than the preceding month, accord- 
ing to a report released here today. 

The report shows a total of 232,- 
008 lines for the six advertising 
publications measured, a gain of 
23,912 lines over September when 
208,096 lines were reported. 

Newspapers led in the amount of 
space used with 60,424 lines or 
26.04 per cent of the total and 
magazines followed closely with 
54,992 lines or 23.70 per cent of the 
total. Other important classifica- 
tions and the amount of space used 
by each are as follows: radio, 30,940 
lines or 13.33 per cent; advertising 
production, 15,008 lines or 6.46 per 
cent; business papers, 14,560 lines or 
6.27 per cent; and farm papers, 
11,242 lines or 4.84 per cent. 

October linage records of the pub- 
ications on which this report is 
based are as follows: 


vertising staff for seven years. 


Remington Moves 


field, Mass., 
quarters in the Poli building. 


YOUR SALESMEN 


work faster — 


cover more territory — 


make more sales — 


— when their trips are plotted on 


ADVERTISING AGE (W)....... 92,400 . 

Advertising & Selling (m).. 24,108 gene maps 

Printers’ Ink (w) ......... 33,726 — when they follow up a productive 
Printers’ Ink Monthly ...... 10,934 advertising campaign 

Sales Management (sm).... 48,804 

Tide (sm) ................. 22.036 — when they carry clever presen 


tations in their portfolios 


R & R Shifts Sheldon 


J. H. Sheldon, for the past three 
years on the creative and contact 
staff of Ruthrauff & Ryan, Detroit, 
has been named account executive 
yn the Dodge passenger car account. 


Faul Leaves McJunkin 


William C. Faul has resigned as 
art director of McJunkin Advertis- 
ing Company, Chicago, to join Stan- 
ley R. Paterson & Associates, Chi- 
cago. 


rr 


THAT IS WHY YOU NEED 


HAGSTROM’S 
MAPS 


AND 


HAGSTROM’S 
SERVICES 


DRAFTING 


General Outdoor Moves 


General Outdoor Advertising 
Company, New York, has moved its 
general sales promotion and mer- 
chandising departments to 122 E. 
42nd street. The telephone number 
is Ashland 4-3400. 


Hudson Adds Driscoll 


James H. Driscoll, formerly with 
Friend-Wiener Advertising Com- 
pany, New York, has joined Hudson 


ART 


—_ 


PHOTOGRAPHY 
CHARTS 
PHOTO ENGRAVING 


WRITE FOR DETAILS 


press, succeeding the late Benjamin 
Eastwood. He has been on the ai- 


W. B. Remington, Inc., Spring- 
has moved to larger 


Advertising Company, New York, 
as vice-president. 


— MPANY 
‘Two Join KRKD nee nconronarco = 


Station KRKD, Los Angeles, has 20 Vesey Street New Y 
added W. Russ Pace and C. Joseph 6 


Cater to its sales staff. Established 1916 
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Wurlitzer Creates 


Market for Its 
Musical Instruments 


(Continued from Page 14) 
Rochester, St. Louis, Springfield, O., 
Syracuse and Youngstown, O. 

The size of the operation is sug- 
gested by the fact that in Chicago, 
for instance, more than 100 music 
teachers are employed, and an 
entire floor is given over to the 
individual studios in which lessons 
are given, and the larger rooms 
where band rehearsals are held. To 
keep interest at top level, an inter- 
esting magazine, The Wurlitzer 
World, is published for the benefit 
of these students, providing a me- 
dium which in pictures and text 
reflects the eager enthusiasm with 
which beginners are learning the 
delights of playing and of having 
fun playing with others. 

In a number of the cities where 
the student plan of developing 
business has been successful, adver- 
tising has been a big factor in 
accelerating results. The Chicago 
stores originated the idea of using 
the radio, broadcasting transcribed 
instrumental numbers in wide va- 
riety, and explaining how easy it 
lis to learn how to play, without 
i buying an instrument. The initial 
lbroadcasts over Station WMAQ 
last August were so successful that 
WGN was added later. The com- 
pany reports the astonishing result 
that 90 per cent of the inquiries 

Sreceived from radio listeners are 
‘converted into orders for the lesson 
courses. The percentage of conver- 
Ssion of students into customers for 

Ninstruments is of course much 
below that, but still entirely satis- 
factory to the company. The radio 
program is now being used in half 
a dozen other cities. 

Wurlitzer sells through more than 
350 independent music stores, and 
s considering giving them the ad- 
vantages of the student plan of 


»)building musical instrument sales. 


One reason why this is of interest 


is the large number of inquiries 
Hreceived through the radio cam- 


jpaign from cities in which there are 
no Wurlitzer-owned stores, indi- 
cating how widespread is interest 
in musical instruction as an avenue 
to more fun and possible profes- 
sional careers. 

All Requirements Handled 


The house of Wurlitzer is in a 
j unique position in promoting musi- 
cal instruction, because it sells a 
complete line of instruments. Thus, 
no matter what the student wants 
to play, Wurlitzer can supply it. 
The complete line includes pianos, 
violins, banjos, guitars, saxophones, 


cornets, trumpets, xylophones, 
drums and clarinets. Of these, 
planos and accordions are Wur- 


litzer-made. Incidentally, the piano 
is rapidly regaining its lost place in 
the home, for the introduction of 
the spinet type of instrument has 
reduced requirements for floor 


The story of 
apet---: 
dared to runs newsp | 
tiled with thrills, — 
| rove 
dventure- “ 
dience builder. 150 fi 
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wire-- 


teen-minute f , 
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on request. 
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space, and has given the apartment 
dweller an opportunity to have a 
piano which can fit into its sur- 
roundings without displacing any- 
thing else. 

“Radio is helping the musical in- 
strument business, instead of hurt- 
ing it,’ comments M. G. Hammer- 
gren, manager of the Chicago Wur- 
litzer stores. “Boys and girls who 
listen to popular bands get the 
notion that they would like to play, 
too. Current interest in swing 
music may be only a fad, but it is 
stirring up a lot of interest. Radio 
programs provide constant stimula- 
tion of interest in listening to and 
playing music. That’s why we de- 
cided to tie in with this wide interest 
by initiating our own radio musical 
program for the Chicago stores.” 

They say there’s nothing new 
under the sun, but although Wur- 
litzer has been in the music busi- 
ness for over 200 years, it is still 
finding new sales ideas and putting 
them to work. 


Grocery Field 
Broadens Plans 
for Spring ‘Week’ 


New York, Nov. 9.—Grocery 
product manufacturers have con- 
siderably expanded their plans for 
a promotion week on _ national 
brands next spring, it was disclosed 
here this week. The promotion in 
this field recalls the success scored 
by drug and toilet goods manufac- 
turers in a recent similar week. 

Paul S. Willis, president of the 
Associated Grocery Manufacturers 
of America, said that name of the 
promotion would be changed from 
“Nationally Advertised Brands 
Week” to “Parade of Progress, Na- 
tionally Known Grocery Products,” 
and that it will be staged April 6 
instead of in February as first 
planned. 

Mr. Willis pictured the event as 
an opportunity for manufacturers 


to dramatize the time saving quali- 
ties of their products, the sanitary 
conditions in their factories, im- 
proved packaging, better health 
through better foods and _ the 
greater variety and lower costs 
available through increased effi- 
ciency. 

A wide variety of media will be 
used in the promotion by distribu- 
tors and retailers as well as manu- 
facturers, he predicted. It is also 
planned to make the event an an- 
nual affair. 


Account to F&S&R 


Steel Founders Society of Ameri- 
ca has named Fuller & Smith & 
Ross, Cleveland, to handle its ac- 
count. Clay Reeley is account ex- 
ecutive. 


Newton Joins Liggett 

Jay T. Newton, formerly copy- 
writer with Hoffman & York, Mil- 
waukee, has joined Carr Liggett, 
Inc., Cleveland. 


Printing Processes, Paper Terms and Uses, Printing Terms, 


Cutting Charts, Folding Terms and ‘lypes, Imposition, Print- 
ing and Engraving Terms, Halftone Screens, Electrotyping 
and Stereotyping Terms, Word and Character Count, Word 
Division, Color Values, Proofreader’s Marks. 
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SEND FOR YOUR COPY 


INTERNATIONAL’S “Pocket Pal,” revised and 


VALUES _ 


Regional Meetings 
of 4A’s Set for 
New York, Chicago 


New York, Nov. 8.—Calls for two 
regional meetings this month have 
been sent out by the American As- 
sociation of Advertising Agencies. 
The first will be held at the Roose- 
velt Hotel, here, Nov. 17, for East- 
ern members, and the second at the 
Medinah Club, Chicago, Nov. 22, 
for members in the central states. 

Both meetings are for Four A’s 
members only, and details of the 
programs have not been announced 
except that they “are being built 
with special attention to interesting 
and informing agency junior execu- 
tives on current developments.” 


Ogle Joins Wheelock 

George Ogle has joined Ward 
Wheelock Company, Philadelphia, 
as account executive. 


enlarged, is now ready. Contains practical in- 
formation on printing, preparation of copy for 
various processes, engraving, electrotyping, 
binding, paper, cutting charts and other sub- 


jects. Send 25¢ for your copy today. 


Address All Requests to Sales Promotion Division. 


INTERNATIONAL PAPER COMPANY 


220 East gand Street, New York, N.Y. 
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Michigan Wineries | 
to Flirt with 
Hard Drinkers 


Lansing, Mich., Nov. 8. — An ad- 
vertising campaign, designed to 
transform “hard liquor” consumers 
to wine drinking, was sketched at 
a meeting held here, attended by 
spokesmen of Michigan wineries 
and the State Liquor Control Com- 
mission. The wineries agreed to 
contribute an amount equal to one 
cent a gallon of their monthly sales 
to an advertising fund for Michigan 
wine, and estimated the contribu- 
tions would produce $6,000 a year. 

Edward W. McFarland, commis- 
sion chairman, said he felt the ad- 
vertising should be designed, not to 
create new drinkers, but to convince 
hard liquor drinkers that wine is a 
better drink. At the same meeting 
the commission served notice on 
the wineries that “chiseling must 
come to an end.” 

A series of minimum prices to be 
charged by the wineries was set up 
and work was started on a code of 
fair trade practices. Following this 
warning, the winery men voted to 
abandon the giving of samples, re- 
bates and discounts. They also 
agreed to standardize the size of 
wine containers. 


oq ————————————— 


Druggists are using this display for Hor- 
lick's Malted Milk in promotion for its | pulsory regimentation of our future 


recently launched contest, with Roche, 
Williams & Cunnyngham the agency in 
charge. 


Ué&U 


pointed New 


HORLICKS 


HORLICK'S CONTEST 


pt Lan Mt 


CONTEST 


Shifts Two 

Leonard M. Thomson, formerly 
sales manager of the New York 
office of Underwood & Underwood 
Illustration Studios, has been ap- 
England manager 
with headquarters at 140 Marlbor- 
ough street, Boston. John M. Dag- 


Paint Industry 
Urged to Increase 
Labeling Standard 


Atlantic City, Nov. 8.—The paint 
industry, as represented by the Na- 
tional Paint, Varnish and Lacquer 
Association, which met here last 
week, was advised to take cogni- 
zance of the increasing consumer at- 
tention to labeling by voluntarily 
establishing new standards in this 
field. 


502 PRIZES 
“ALL CASH! 


Use Simple Language 


Urging this action was deLancey 
Kountze, chairman of ‘the associa- 
tion’s committee on labeling. He 
advised the paint industry to label 
its products voluntarily, fully and 
in simple language “‘to head off com- 


The Original Malted Milk 


formula procedure.” He argued 
that “any plan of grading based on 
the ingredients would result in 
manufacturers making products that 
were practically identical and thus 
paving the way for intensified price 
competition. 


Is Manufacturer’s Guarantee 


“Formula labeling is in effect the 
manufacturer’s guarantee of the 
contents of the package; that is as 


worthy has been shifted from Bos-!| far as he can and should go,” he de- 


ton to New York. 


| clared. 


+ 


The Golden Gate International Exposi- 
tion's expectation and preparation for.a 
20,000,000 attendance and the estimated 
TOURIST EXPENDITURE of ap- 
proximately a QUARTER OF A BIL- 
LION dollars in the San Francisco Bay 
area, Warrant this city the title, “PLUS 
MARKET Number | —for 1939." 


With the normal population of San 
Francisco at three quarters of a million, 
and the tourist influx as indicated above. 
San Francisco bids fair to outrank any 
major city in the United States in con-- 
centrated buying power during 1939. 


For a “PLUS SHARE” of 1939's 


“PLUS MARKET” 


General Advertis- 


ers may be guided by the experience of 
Retail Advertisers in The Call-Bulletin. 


At 


MARKET 
No 


Ask any Paul Block 
representative to give 
facts revealed in the 
shopping survey 
made recently in San 
Francisco. 


JLLETIN 


GREATEST EVENING CIRCULATION IN NORTHERN CALIFORNIA 


Represented Nationally by PAUL BLOCK and ASSOCIATES 


ATHLETIC COW 


we Px "4E GOAL 
Ya 
vf N FINE 
AT YOUR 
FOOD 
STORE 


A Popular Household Favorite 
SS RSS AE SL A 


This cow gives a humorous sports 

slant to copy for Banquet butter pre- 

pared by Smith & Finlayson, Salt Lake 

City. The complete series shows the 

cow engaged in a variety of athletic 
activities. 


Color Copy Will 
Feature Drive for 
Washington Apples 


Olympia, Wash., Nov. 9.— Full 
color copy stressing the health and 
appetite appeal of Washington ap- 
ples will appear in Child Life, Good 
Housekeeping and Parents’ Maga- 
zine, the Washington State Apple 
Advertising Commission said this 
week, in outlining its fall and winter 
plans. 

Some 50 markets over the nation 
will see intensive advertising and 
sales promotion on a localized basis 
during the coming months. News- 
papers, outdoor and radio copy will 
also be used, according to Claude 
M. Zediker, chairman of the state 
commission. Copy has already ap- 
peared in approximately 20 cities. 

In the face of a reduced national 
apple crop, the fact that the North- 
west crop remained about normal 
this year caused a material increase 
in the number of markets in which 
Washington apples will be adver- 
tised this season, Mr. Zediker said. 
The national crop is estimated at 36 
per cent below last year. 

Dealer service work in the mar- 
kets, to aid retailers in setting up 
displays and staging special sales 
drives, has been carefully planned. 
Store display units reproducing 
Washington apples in direct color 
are being offered free to retailers. 

This will be the third successive 
year that the Washington apple in- 
dustry has carried on an aggressive 
advertising campaign to help sell its 
fruit. 


Soft Coal Group 
to Push Campaign 

The advertising campaign ini- 
tiated by the National Coal Asso- 
ciation last year in the interests of 
bituminous coal and coke will be 
extended in 1936 with emphasis on 
an educational appeal directed to 
architects and builders. Marc Bluth, 
manager of the association’s Chi- 
cago office, is in charge, with The 
Buchen Company as agency. 

Consumer media will be included 
in the program, together with 
building, engineering and architec- 
tural publications. 


Agency for Hough 


Frank G. Hough Company, Chi- 
cago manufacturer of road building 
and materials handling equipment, 
tractor loaders, motor pick-up 
sweepers and snow sweepers, has 
appointed Advertising Producers- 
Associated, Inc., Chicago, to handle 
its account. Business papers and 
direct mail will be used. 


Schmerler Resigns 
Erwin DeWitt Schmerler has re- 
signed as vice-president of Buch- 


anan & Co., New York, which he 
i Aug. 1. He was formerly 
president of L. D. Wertheimer 


Company, New York, which is now 
in process of liquidation. Other 
members of the Wertheimer staff 
| who went to Buchanan are expected 
ito remain. 


_|tional pictures to the doting mother 


Free Photographs 
of Infants New 
Heinz Premium 


Chicago, Nov. 8. —A unique pre. 
mium offer was announced here },. 
week by H. J. Heinz Company j, 
behalf of its line of strained foods 
reported to constitute one-third 
the company’s entire volume. fy, 
labels from 12 cans and a coupo, 
available at retail stores, the buys, 
is given an 8x10 portrait of j¢, 
baby, made by the Gibson Studi 
local photographer. 

While the offer is made availa}, 
to all retailers under the terms y 
the Robinson-Patman act, Nations 
Tea Company was the first to ey. 
ploit it in large newspaper spag 
The offer holds for six weeks an 
it is expected that other organiz. 
tions will undoubtedly get behin 
it. 

Details of the deal with th 
photographer were not divulged. } 
is believed, however, that the pay. 
ment by Heinz is comparative) 
small, since Gibson is presente; 
with a fine opportunity to sel! adgj. 


— \k= 


Early results are described as notb. 
ing short of astonishing. 

The offer is a test, confined t 
Chicago for the present. With th 
premium pulling well, howeve 
rapid extension to other markets j; 
likely. 


Third Advertising 
Drive Started 
by State of Maine 


Augusta, Me., Nov. 10.—Supple- 
menting its agricultural and recrea-| ¥% 
tional advertising campaigns, the 
Maine Development Commission to- 
day revealed that a third drive wil 
be started shortly to attract new in- 
dustries to the state. 

The latest promotional effort wil 
invite industries that “are starting 
moving, expanding or decentraliz- 
ing” to locate in Maine. Facilities t 
be exploited include friendly labor 
economical electric energy, rail- 
roads, fast trucking service, coast- 
wise and foreign shipping facilitie 
low rentals and abundant pure 
water. 


— deal pibee 


Rogers Promoted 


James G. Rogers, Jr., vice-presi- 
dent of Benton & Bowles, Nev 
York, has been elected genera 
manager. He was formerly accoun! 
executive with Lord & Thomas 
New York. Theodore L. Bates ané 
Walter A. O’Meara have been 
elected to the board of directors. 


Account to Wald 


S. Wald Advertising, New York 
has been appointed to handle ac 
vertising for Dr. Dwight Tracy: 
Institute of Dermatology. News 
papers and magazines will be use¢ 


N. Y. AGENCY WANTS 


BUILDING MATERIALS 
COPYWRITER 


Young up-and-coming agency 
has unusual opportunity for 
young copywriter with agency 
experience on building mate- 
rials, chemicals and capital- 
goods accounts. 


MUSTS: 


Ability to think 
| clearly, to write concise head- 
lines and fluent copy on con- 
sumer and trade ads. An in 
| quiring mind plus good edu- | 
cation and good family back- 
ground. Opportunity to w rk 
alongside ace copychief now 
heading own successful agency. 

| 


FUTURE: What you make 


it. Present—what you are 
worth. Type brief history 
with dates, jobs, accounts, 


nature of work 
salary 
diate 

letters, 


done, actual 
imme- 
trick 


earned, name 
superior. No 
please. 


Box 


L. 


1654, Advertising Age, 
New York | 
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pepsin January 1, 1939, the subscription price 

of ADVERTISING AGE will be increased to $2 a 
year, and the single copy price will be increased from 
5 cents to 10 cents. At the former price of $1 per 
year, ADVERTISING AGE has been an outstanding 
‘‘bargain”’’ in the business publication field, and we 
believe that it will continue to be an exceptional buy 
at its new rate of $2. 

However, it is our intention to give all present 
subscribers, as well as those who may not now be 
subscribers but who enter subscriptions this month 
and next, an opportunity to renew existing sub- 
scriptions, or to enter new subscriptions, at the 
present ‘‘bargain”’ rates. 

Present subscribers may renew their subscrip- 
tions now for either one or two years at the existing 
price of $1 per year, such renewal to extend for one 


or two years beyond the expiration date of the 


For NEW Subscription Orders 


ADVERTISING AGE 
100 E. Ohio St., Chicago 


[ accept your offer to receive the next 52 issues of ADVERTISING AGE at the current 
low price of $1. Start my subscription with the next issue. 


TERT ORE REET Rey Pee rer CET RE Pe tee Oe fare en rar 


Address 


Sy We ices ends scensadoteeecenvecdensadaeebneseesekasnvasssesebavenesséeeseeausuns 
() Cash or check enclosed. C) Bill my company. 
This Offer Valid Only Until December 31, 1938 


C) Bill me personally. 


eee ee ee ee ee eee eee eee ee ee 


NOTICE 


to old and new readers 


present subscription. For example: If your present 


subscription will expire in February, 1939, you 
may extend this subscription for one or two years 
from the above expiration date at the present rate 
of $1 per year. 

New subscriptions will be accepted at the existing 
price of $1 for one year until December 31. These 
offers hold good only if the subscription (new or re- 
newal) is ordered and paid for by the date mentioned. 

To those present readers whose subscriptions 
would ‘‘automatically’’ be renewed when they expire, 
this plan offers a substantial saving. To those who 
do not at present have subscriptions of their own, 
the advantage of entering such a subscription now 
is obvious. 

In filling out the coupons below, please be sure to 


use either the ‘‘new’’ or ‘‘renewal’’ coupon, which- 


ever applies to you. 


Fill Out One of These Coupons and Mail It to Us Today 


For RENEWAL Subscriptions 


ADVERTISING AGE 
100 E. Ohio St., Chicago 


I accept your offer. Renew my subscription for one year []; two years (J; at the current 
low price of $1 per year. I understand that this renewal will extend my subscription for the 
period checked beyond the date of expiration of my present subscription. 
in full payment [). Send me a bill 2. 


I enclose 


eee ee eee eee ee ee 


This Offer Valid Only Until December 31, 1938 
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Economy Theme to 
Confinue as Basis 
for Range Campaign 


Survey Reveals Miscon- 
ception of Actual Oper- 
ating Cost 


New York, Nov. 10.—Another in- 
stitutional campaign for electric 
ranges, patterned after this year’s 
drive, will be conducted in national 
magazines beginning in March, 
under the sponsorship of the Mod- 
ern Kitchen Bureau, a promotional 
organization set up by the National 
Electrical Manufacturers Associa- 
tion and Edison Electric Institute. 

“Fast, clean, low-cost cooking” 
was the keynote of last spring’s 
campaign. The same theme, with 
major emphasis on the low cost, will 
be repeated. In addition to the 
magazine campaign, local news- 
paper and radio tie-ups are being 
planned by the utilities, appliance 
distributors and dealers, and depart- 
ment stores. 

Plans for continuation of the 
range campaign in magazines were 
adopted at a recent meeting of the 
range committee of NEMA, and only 
minor details remain to be ironed 
out. The decision to stress economy 
resulted from surveys showing that 
most people still think that electric 
cooking is twice as expensive as it 
actually is. 


Enlist Local Support 


In addition to the magazine sched- 
ule, the Modern Kitchen Bureau 
will again furnish local newspapers 
with material from which to build 
up special sections of advertising, 
sponsored by local electric interests. 
About 30 newspapers sold sections of 
from four to 12 pages last year. 

It was reported at the annual 
meeting of NEMA in Chicago re- 
cently that the ratio of electric 
ranges to gas ranges is now one to 
three, whereas in 1937 it was one to 


Britishers Shocked as 
American Has His Say 


London, Eng., Oct. 25.—Staid 
Britishers—accustomed in past 
years to having their country- 
men return from the United 
States with complaints that too 
much outdoor advertising there 
prevented a full view of the 
scenery—today received a se- 
vere shock. Addressing the an- 
nual Conference for Preserva- 
tion of the Countryside, Clough 
Williams-Ellis, Welsh architect, 
read a letter from an American 
(whose name was not disclosed) 
saying that he would not 
bother to come to England 
again because of its “billboards, 
gimcrack villas and such-like 
trash.” 


four. No statistics are available as 
yet to determine how much more 
progress was made this fall as the 
result of an educational campaign 
which featured October as “discov- 
ery month.” 

James M. Nelson, New York man- 
ager, Ralph H. Jones Company, 
which handles the Modern Kitchen 
Bureau account, told ADVERTISING 
AcE that last year’s drive for elec- 
tric water heaters would also be re- 
peated. The campaign consists of 
trade paper advertising, dealer con- 
tests, and display promotion. Mr. 
Nelson declared that sales of electric 
heaters have been increasing rap- 
idly, particularly in the West. 


CBS Expands WAEBC Staff 

Beverly M. Middleton and Rob- 
ert C. Mayo have been added to 
the WABC sales staff at the New 
York headquarters of the Columbia 
Broadcasting System. Mr. Middle- 
ton was formerly sales manager of 
WFAS, White Plains, N. Y. 


Furniture to Reiss 

Joseph Warner Furniture Corpo- 
ration, New York, has appointed 
Reiss Advertising, New York, to 
handle its advertising. Class pub- 
lications and direct mail will be 
used. Eugene Harris is account 
executive. 


_ Getting Personal 


If the Broadway columnists have the right dope, Tom Lewis, 
radio production supervisor, Young & Rubicam, is the number one 
man in the life of Glenda Farrell, the Hollywood luminary. . . Prof. 
Hugh Agnew, head of NYU’s marketing dept., and author of five 
advertising textbooks, has written another volume, this time on 
media. McGraw-Hill will publish soon. 


John Randolph Hearst, third son of William Randolph Hearst, 
and associated with his father in the publishing empire, betook him- 
self to Elkton, Md., recently and acquired a wife. The honeymoon 
will include a visit to papa at his San Simeon showplace. Wm. 
Randolph Hearst, Jr., another son of the publisher, was best man. . . 


The Eddie Phelan whose name is to be found on the Dartmouth 
football roster is none other than the son of Charles W. Phelan, s. m., 
Yankee Network. Eddie, though only a sophomore, has seen some 
service this fall as a sub center. . . 


Thomas F. Joyce, a. m., RCA Manufacturing Company, was 
teacher for a day when he spoke before the Ad Club of N. Y. stu- 
dents Nov. 7. . . H. Graham Hubbel, a member of the advertising 
staff of the New Rochelle Standard Star, is engaged to one of the 
leading belles of the Advertising Women’s Club of N. Y., Marjorie 
Louise Sniffin. . . 


David H. Knott, board chairman, Knott Corporation, the hotel 
chain, is a former sheriff of New York County. He is also president 
of the Central Mercantile Assn., and chairman of the Democratic 
County Committee of New York. As previously reported here, his 
son Robert, an insurance man, will marry the daughter of M. H. 
Aylesworth, publisher of the New York World-Telegram, the parents 
having made the official announcement last week. 


Ben Irvin Butler, until recently an account executive at J. M. 
Mathes, has formed a Society of Amateur Chefs, with Butler as ex- 
ecutive director. All men who are wont to don an apron and dabble 
in the kitchen are invited to join. True to the tradition of the maid’s 
night off, the group meets on Thursdays. . 


RADIO ANNOUNCERS WIN LAURELS 


Winners of the fourth annual radio announcers’ contest, sponsored by the Henry 
J. Kaufman Advertising Agency, Washington, D. C., include (left to right) Frank 
Blair, Station WOL; John Charles Daly, top prize winner from Station WJSV, 


and Warren J. Sweeny, also of WJSV who won second place. Next is Henry J. 
Kaufman, of the sponsoring agency, and James McGrath, top man at the Wash- 
ington NBC stations. 


John H. Miller, v. p., Frank H. Presbrey Company, is conduct- 
ing a course in public relations before the Newark Chapter of the 
American Savings and Loan Institute. 


Sam Wingfield, the publicist, is the new chairman of the special 
activities committee of the Ad Club of N. Y. Aides include Robert S. 
Armstrong, asst. to the v. p., Lincoln Inn Distilling Company, and 
Reuben Peterson, Jr., publicity director, Erwin, Wasey & Co. . . 


I. S. Randall, New York regional mgr., Transcontinental & West- 
ern Air, Inc., is called, appropriately enough, “Stick.” 


Frank Knight, s. m., Henry Heide Company, the candy firm, 
stepped off the Queen Mary a few weeks back with a sigh of relief. 
He was in London at the height of the war crisis, when the British- 
ers expected to be bombed any minute. . . 


It takes someone from Australia to send the first Christmas card 
of the season. Walter R. Granger, former Chicago advertising man, 
now with John Sands Pty. Ltd., Sydney printer and stationer, in- 
cludes a series of pencil sketches of Sydney scenes with his greet- 
ings. 


Minneapolis has increased its population by adding three im- 
portant persons to its ranks this month. The John Copelands (local 
display staff of The Minneapolis Star) are housing a new son, as are 
Mr. and Mrs. Jack Rodgers, of the Star. Algot Swanson, of the 
Star's local display department, will remember Nov. 3 as the day on 
which he became aé_e grandfather. . Arthur Edwin arrived on 
Hallowe'en at the home of Lucile and Art von Plachecki. Art is with 
Koopman-Robinson-Neumer, Inc., Chicago artist and commercial 
photographer. 


William Connolly, a. m., S. C. Johnson & Son; Dale Karstaedt, 
a. m. Racine Journal-Times; Al Mayer, art director, Western Adver- 
tising Agency, and Russell Stone, art director, Western Printing & 
Lithographing Company, all of Racine, Wis., will judge posters in a 
contest sponsored by the Opera Players to advertise their produc- 
tion of Booth Tarkington’s “Seventeen,” Nov. 20. . 


Thomas Alexander Baggs, New York advertising man who re- 
cently resigned as a member of Walter P. Chrysler’s personal staff, 
is the author of “Where Does America Go From Here,” just published 
by Harper Bros. This is his second book; the first was “Back From 


the Front.” 

Mark Byron III will direct advertising and publicity for the new 
overseas motor highway to Key West, Fla., which is operating as a 
motor toll-road. Mr. Byron is a son-in-law of Governor Cone of 
Florida. 


Calls Wholesale: 
Forgotten Man 
of Merchandising 


Chicago, Nov. 8.— Much of the 
wholesaler’s devotion to priys 
brands is due to lack of consider,, 
tion of his problems by nationg 
advertisers, Lionel T. Moses, hey 
of the Western trade extension q. 
vision of The American Week, 
told 400 members of the Chica, 
Federated Advertising Club lectyp, 
series last week. 

The wholesaler has expressed his 
resentment by creating his ow 
brands, and has been able to com, 
mand considerable retail loyalty fy 
these brands, he declared. This loy. 
alty is growing, rather than wap, 
ing, according to Mr. Moses, wy 
said that the few advertisers why 
have made a definite attempt 4 
help the wholesaler solve his pro}. 
lems have enjoyed marked increagg 
in sales. 

He advocated a three-point fo. 
mula for evolving a merchandis} 
campaign or “knowing the marke 
place”: 1. Really know your pr. 
pect; 2. Understand and sympathiy 
with his problems; and 3. Plan yoy 
sales and advertising to help hin 
solve those problems. 

Mr. Moses said that supermar. 
kets, demanding quick turnover an 
therefore featuring national brands 
have raised many new packaging 
questions. 


FCC Approves ' 
New Florida Station stl 


Application of the Metropolis 
Company, Jacksonville, Fla., for ‘ 
the establishment of a new radio) § ™ 
station has been approved by the) @ 
Federal Communications Commis. 
sion and construction will begin t 
when location of the transmitter lil 
has been approved. The new sta 7% \ 
tion will operate on a frequency of 7 « 
1290 kilocycles with power of 25) 
watts, unlimited time. i 

John H. Perry, president of Me 
tropolis Company, is also owner of 
WCOA, Pensacola, which is a 
Columbia Broadcasting System ' 
affiliate. He is also publisher of |) © 
Jacksonville Journal, Pensacola Oo! 
News-Journal, Panama City News- p 
Herald and the Times, Reading, ©& sr 
Pa., and president of the Western 
Newspaper Union, New York. The 
new Jacksonville radio station will 
be represented by John H. Perry | ~ 
Associates, New York, representa- Ci 
tive of the Perry daily papers and 
WCOA. 


To Promote Bermuda 


Newspapers and class magazines 
will be used to promote Bermuda 
in 1939, the Bermuda Trade Devel- 
opment Board has announced. The 
campaign, handled by N. W. Ayer 
& Son; Philadelphia, will begin in 
January. 


Mayer to Represent Fair 


Joseph Mayer, Publisher, Inc, 
New York, has been appointed East- 
ern advertising representative for 
the Official Guide Book of the 
Golden Gate International Expos 
tion to be held in San Francisc, 
February to December, 1939. 


Maloney Gets Wabash 


Wabash Appliance Corporation, 
Brooklyn, has appointed T. J. Ma 
loney Inc., New York, as adver 
tising and merchandising counsé 
for its subsidiary, Wabash Photo 
lamp Corporation. 


Lexington Names Agency 

Lexington Hotel, New York, ha 
appointed Campbell-Ewald Com 
pany, New York, to handle its ad 


vertising. Elmo Ecker is accoutt 
executive. 

—— 
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| Blindfold Test ; 


Gave Listerine 
New Taste Angle 


Conference Hears of 
Unique Tooth Paste 
Experiment 


book handling, for instance, as just 
that, and do not disguise it as an 
unimportant appanage of a study | 
of banking theory or some other 
esoteric subject which will never be 
used by the student. 

“In general, our studies are not | 
concerned with label-buying; we 
don’t teach the student to look for | 
one product in preference to an- | 
other. We are concerned rather with 
teaching the conservation of time, | 
energy and money through proper | 
planning of shopping procedure and | 
schedules.” 

Miss Dallas said that this course, | 
now in an experimental stage 


ADVERTISING AGE 


Bruce Barton Retains 
Congressional Seat 


New York, Nov. 10.—Improv- 
ing on his 1937 showing by 
nearly 6,000 votes, Bruce Bar- 
ton was returned to Congress 
this week for his second term as 
Republican representative of 
Manhattan’s 17th district. 

The metropolitan area’s other 
congressional candidate from 
the advertising fraternity, Vin- 
cent Clausen, vice-president, 
E. T. Howard Company, was not 
so fortunate. Clausen, the 


“Motor Boat” Buys 
“Power Boating” 


| Motor Boat, New York, 
lchased Power Boating, which 
been published in Cleveland since 
1905. Effective with the December 
issue, the title will be changed to 
Mctor Boat with which is combined 
|Power Boating. 

Frank A. Smith will continue as 
publisher and Gerald Taylor White 
as editor. 


eo Appoints Ball 
| Inland Broadcasting Service, Ca- 
| nadian radio station representative, 


| 
| 
| 


| 


| of 
| to 


Auto Show Opens 


has our. With Expectancy of 


has | 


Good Year Ahead 


(Continued from Page 1) 
startling. Aside from the transfer 
the gear-shift lever from floor 
steering post, engineering de- 
velopments are relatively few. 

Prices are slightly down as com- 
pared with last year, reductions 
ranging from a few dollars on low- 
est priced lines to about $100 on 
Cadillacs and large Buicks. 


has appointed K. C. Ball commer- 


at 
st. Louis, Nov. 9.—The blindfold | Stephens, eventually will be aan! Democratic standard bearer in | cial manager. Mr. Ball has been Advertising copy for 1939 will 
test originated by cigarette adver- on in standardized form to many | the ninth New Jersey district, on the advertising staff of the Win- carry forward the beauty theme, 


was profitably adopted by the | other schools. 


tisers About 150 young| was defeated by a two-to-one nipeg Tribune and was formerly with secondary attention focused 
Lambert Company, J. S. Norton, | women are enrolled in the course| margin. manager of the Pacific Railways | on the gear-shift change and forced 
vice-president in charge of sales for | at Stephens. = Advertising Company, Winnipeg. | ventilation, pioneered by Nash. 

that company, told the Midwest 


Inter-City Conference of Women’s | 
Advertising Clubs last week-end. 
Mr. Norton shared the program with 
Helen Dallas, Institute for Consumer 
Education, Stephens College, Colum- 


5 


bia, Mo. His subject was “How to 
mm Increase Advertising’s Effective- 

ness.” 

In the case of Listerine tooth 


paste, Mr. Norton said, a vigorous 
® introductory advertising campaign 
™ brought gratifying results. Repeat 
orders failed to come in as rapidly 
as expected, however, and the com- 
pany decided to check the product 


a 


ete 


through the medium of blindfold 
‘ tests 
It removed the labels from sam- 
ples of its own and other prominent 
S pastes and asked consumers to test 
Ball of the varieties and express 
S their preference. In this register 
§ of public opinion, Listerine came out 
a with an extremely low mark, the 
* fm reason being that the public disliked 
e its taste. 
5 The company changed this taste 
in to one found more universally 
ef liked, also adding a bit of saltiness, 
a- whereupon Listerine tooth paste 
of tepped along at the pace originally 
3 expected from it. 
. & Mr. Norton said that cut-rate sell- 
of es by large stores which in the ag- 
; gregate accounted only for a small 
o fraction of the total volume threat- 
of pa ened the existence of Listerine at 
oa Ma one time. Adoption of minimum 
ps Me prices re-won the good will of the 
ng, smaller stores. 
rn 
whe Describes New Experiment 
2 In discussing “A New Venture in 
ta- Consumer Education,” Miss Dallas 
ind aid that Stephens College had been 
selected for this mission by the 
Sloan Foundation because of its pas- : 
jtoral location, far from the scene : 
nes, Of labor strife usually associated | 
yda H) With such ventures; because it is a| 
rel- woman's college, dedicated to the | 
_ sex which plays such an important 
| in role in spending the family income: 
ind because it is receptive to new | 
ideas 
r “The Institute,” she continued, “is 
working on the theory that woman’s 
- deal role concerns the management 
fot . consumption rather than of pro- 
the duction. Our conception of the 
osi- Waining necessary to this function 
$¢0, vould win scorn in some quarters 
cecause of its simplicity. We do not 


lisdain to teach the art of check- 


WE’RE PRETTY FAST, TOO! 

tA * 
—but our speed causes no damage, destroys nothing, except perhaps the 
contention that good engravings cannot be produced speedily. They can be, 
of course. But it takes a lot of “know how.” It takes craftsmen who know so well 
what they are doing that they function without error every step of the way. 
....High speed production is not a featured item on the list of Rogers 
Engraving Company services, because excessive speed is usually attended by 
more than ordinary cost. Situations do arise, however, when a client requires 
highly accelerated action. At those times the client has found that Rogers 
unfailingly delivers “as promised.” You, like hundreds of other exacting 
advertisers, will find that your requirements are constantly and consistently 


satisfied when you deal with Rogers. 


ROGERS ENGRAVING COMPANY 


Adolph F. Buechele, President 
MET AVENUE 


Salt Lake City 


ecentativ 


ve 
tir & Co. 


e Master Craftsmen of Photo-Engraving 


Phone: CALumet 4137 CHICAGO, ILLINOIS 


2001 CALU 
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November 14, 1928 


— 
: : IN BENDIX POSTS NOVEMBER ADVERTISING LINAGE IN NATIONAL MAGAZINES 
a 10 U ence § —1938——,. ———1937 _,, ———1938——_. ——-1937 
STANDARD Pages Lines Pages Lines Pages Lines Pages Lin 
8 American Mercury ......... 14.5 2,849 21.4 Bg er ee ee 133.6 84,493 166.8 105,44, 
pe | rey 41.1 9,784 49.1 11,707| Woman’s Home Companion.. 70.1 47,668 81.7 55,608 
0 | ues CUPTORE BEMMOCY .cccccsseses 13.1 2,940 13.1 2,954] Woman’s World ............ 11.4 7,775 9.5 ret 
POEEM cc scsccccccecccscece 8.3 3,568 10.7 4,604 — — — —_" 
— Harpers Magazine ......... 45.7 10,895 68.7 16,362 ees GENO Savaekscvacee 464,533 553,073 
—— WOMEN’S GROUPS 
0 ver ising Total Group eotecececcece 30,036 39,829 Fawcett Women’s Group— 
GENERAL Ser ieee 28.7 12,092 32.0 1344 
*Ace Fiction Group......... 18.7 4,202 19.0 4,268 Motion Picture ........... 29.4 12,372 32.0 13.47% 
(Picture on Page 39) errr Tere eee er Ter 39.6 17,008 64.1 27,507 yu. ee eee 29.4 12,384 35.1 14.743 
; American Boy ......esseeeee 8.2 5,581 10.0 6,842 Romantic Story .......... 22.2 9,361 27.6 11 695 
St. Louis, Nov. 9.—Not merely the *American Forests ........-. 7.0 2,940 7.0 2,940] Screen Book ............. 28.4 11,952 32.6 13/45, 
classic examples of how advertisin . American Home (National). 38.4 24,273 71.1 44,968 True Confessions ......... 24.8 10,434 28.2 11 a 
hes reduced ori ‘denims | porker H. Erickson, (left) formerly adver- | js nerican Home (Sp. Ed.)... 4.0 2,566 5.6 3,593| Macfadden Women’s Group— an 
reauc prices by widening} tising manager of Zenith Radio Corpora- 52 2 24 9 : 
kets. but less well known though| « h b d § th American Legion ........... 15. 6,521 12. 5,33 Love & Romance.......... 32.3 13,865 36.6 15,715 
markets, : Ugn| tion, has been named manager of the | arts & Decoration.......... 5.2 3,535 13.38 8,978] Movie Mirror ............. 35.2 15,134 40.8 17550 
equally conspicuous instances of its| advertising and sales promotion depart- | Asia ............eeeeeeeeees 4.3 1,872 5.4 2,367 eS ee 30.1 12,948 34.1 1469) 
benefits to the public were explained | ment of Bendix Home Appliances, South | Better Homes & Gardens.... 37.0 23,445 39.7 25,117] True Experiences ........ 32.5 13,961 37.0 15, 955 
to the radio audience here last Bend. He succeeds William H. Leininger, ot a Group TVET = wae at ane Pg a poe on eeoeseerne 34.1 14,648 37.9 16,263 
P +s : Ae ee eee , f , . Modern agazines— 
week-end in a broadcast over Sta-| who now ——s age oan ne eT CO ce canceaniensed 9.3 4,032 14.0 6,014] Modern Romance ......... 33.9 14,585 40.0 i716 
tion KMOX. The consumer was ye ellincallcaclltcseettatlb-nce.2ecbereieed Christian Herald ........... 20.4 8,770 24.3 10,448] Modern Screen ........... 37.6 16,164 44.2 18g 
represented in the broadcast in the *College — ieeedas ae ath as Ray By ax tit ‘ oe ge re eee 30.6 13,129 38.2 16,42) 
rson of ‘ has spent a considerable sum in ad- Cosmopolitan ....cscccccees . y ° . creenland nit— 
Paes . —" ny Gellhorn, alain is forced to maintain qual. |C°w2t'y Lite & The Screenland ............... 18.0 7,743 27.9 12.99 
widely known for her prominence |vertising 1s forced to main q DEE sodbcsstsiseces 41.6 28,015 67.4 45,319] Silver Screen ............. 17.9 7,694 27.9 119% 
in civic affairs, while a galaxy of|ity to protect its investment. WEE scvisvecsaseccesccesecs 6.6 2,854 13.3 5,710 — one sme sage 
. =~ . a 
stars representing not only profes- Mrs. Gellhorn, the consumer rep-| Esquire (National) ......... 81.2 54,626 109.5 73,594 ok ee 198,466 235,29" 
4 sional advertising, but the business |resentative, asked if unadvertised ace Mag nn AER peredsens o eee e Y ane OUTDOOR 
ms world which is its beneficiary, also}goods are not frequently cheaper,|portune ...........--...... 871 65,068 140.6 88.875 es ig ag” anal — ~<a we i 
¥ collaborated to present the story. |to which Mr. D’Arcy replied that|*Grade Teacher ............ 126 5,594 12.1 5.341 ng Tin eg aaa ry ‘vaae o. 14,95 \ 
advertising materially reduces the| Graduate Group ............ 6.7 2,885 11.4 4,933 Hunter-Trader-Trapper et 19.8 8536 21.7 an t] 
Ad Leaders Speak cost of merchandise to the consumer.| House Beautiful ........... 39.8 25,176 48.9 30,936/ Hunting & Fishing.........174 7471 216 ge : 
, ie Mineshed th House & Garden............ 41.0 25,925 62.7 39,684) Notional Sportsman ........ 178 7668 282 1210 a 
E. Lansing Ray, Jr., secretary of |Mr. Marshutz, another agency rep~-| instructor ..........+.++++++ 12.9 8,838 149 10,204] O.+aoor Life .............. 243 10.467 267 111 ti 
the St. Louis Globe-Democrat, acted |resentative, elaborated on this re-|*Mechanics and Handicraft.. 31.6 7,096 33.0 7,898 Snorts Afield ............... 186 8008 249 ior tl 
as discussion leader, the respondents | Sponse by giving the case history of + rang: ee ores aw vane er a, caus —— «anne 
, : Bove - : *Moose Magazine .......... y t , 87 ‘en | 
including William Cc. D'Arcy, presi- i. enya a i Geitenal Ganateaele ........ 33.2 7919 38.4 9.159 Total GOED osc ceccsss 73,109 83,937 0 
dent, D’Arcy Advertising Company; n 1910, when Packard first be-| Nation’s Business .......... 39.2 16,820 69.5 29,822) MAIL ORDER oe ti 
Elmer Marshutz, president, Gard-|gan to advertise in any volume,” he|*Nature Magazine .......... 4.6 1,999 6.5 2,825 ona tee e eee eee eeees Hr nen y- 4,869 tl 
ner Advertisin : said, “the cost of the snorting, six-| Open Road for Boys........ 9.5 4,103 8.0 3,439 0 -Orles a o rg 4 3,912 ‘ 
-_ os g Company; Enno "hed 8, *Physical Culture .......... 19.0 8,190 15.1 6,479 | Home Circle ........-.e000. 4.0 2,822 4.6 3,278 ti 
Winius, president, Anfenger Ad-|cylinder buggy was $5,600, as com-| , pitt re ed scene ees 12.3 5.291 10.4 4,475|$Home Friend .............. 9.7 4,196 4.9 3,445 m 
vertising Agency; Edna Emme, gen-|Pared with the cost of a present] popular Mechanics ......... 89.9 20,158 111.1 24,896] Mother’s Home Life......... 6.0 4,245 6.8 412 fi 
eral manager, Godefroy Mfg. Com-|™model just above $1,000. In 1910,}*popular Publications ...... 15.2 3,417 15.8 3,547 ae —— ‘aa 
P ; ; ati Packard spent $97 for advertising| {Popular Science ........... 82.3 18,444 42.5 18,242 Al GrOUP ..-.eeeeeeee , 22,379 
pany, and chairman, public relations | °° 4 , | & <> ieee amnesty 38.0 16318 45.2 19.429| **WEEKLIES & SEMI-MONTHLIES . 
committee, Women’s Advertising |¢ach of the 3,084 cars it sold in that) ovr ntige ‘American ........ 14.0 6,028 14.7  6,321|*The American Weekly..... 27.9 53,152 44.3 84519 [eo 
Club of St. Louis; Frank M. May-|year. In 1937, when 110,779 Pack-| scripner’s Magazine ........ 25.0 10,739 25.5 10,962| Business Week ............ 104.7 44,929 182.2 78.18) u 
field, president of Scruggs, Vander- | ards ‘were sold, the advertising ex-|Spur ..............0seeeeees 27.9 18,768 42.7 rp e- —* Saoeens eee eres 165.0 112,230 185.0 125,845 vi 
voort, Barney, Inc. and of the As- penditure per car was only $16. Stage seas il adh nt adh ch Sead el dsb ahs te sab a, ath 24.5 16,502 54.1 36,¢ Pe <wée6et4000%660060256 Re 8,690 33.4 14,347 di 
: : ‘ Ts “ : *Street & Smith Combination 16.5 3,696 14.5 Guest eonsspaeeedeeedin 44.6 18,770 61.3 25,763 
sociated Retailers of St. Louis; Kurt| “The total expenditure for adver-| .n) eo “mrilling Group....... 20.8 4,666 18.2 4,098|Liberty .................... 70.8 30,410 57.0 2446 fe” 
Moll, president, A. Moll Grocer|tising increased six times over the| pown & Country............ OES CERNE FER GERRBEIIE bisviciicccvcscsscccedes 99.1 63,081 293.1 186,455 fam V' 
Company; and Thomas W. Parry,|1910 figure, but the number of cars| Travel ..........+.++++++0+5 10.0 6,366 8.9 5,652 | LOOK ..... 6-0 sees eee ee eees 24.0 16,346 rae Mes a se 
Jr., president, Thomas W. Parry |S0ld was 37 times as great. Adver-| True Detective .........-+.. oy Rages se ot ine — New York Times Maga- —_— 
Corporation, public relations firm|tising created an increased demand | *¥#MtME ---\--0eee0c0css- SS ee als Mow Serer... geee 118s ee 
directing the activities of St. Louis-|which made Packards cost less per Total Group .........++-- 618,843 834,831] Newsweek ..............005 52.1 22,371 41.4 17,803 Mae SI 
ans, Inc., on whose program, “On-|unit to manufacture.” WOMEN’S MAGAZINES - saa _ — 5 gage nara ertetesnsen esses 25.5 10,951 20.2 8,691 fae Ve 
r ad.” ake Mr. Marshutz also related the ex-| Farmer's Wife ..........+.- 3 ,405 ‘ ,25 e Saturday Evening Post.241.7 164,387 305.3 207,645 fi 
— Road, the speakers were perience of the California Fruit Good Housekeeping ........ 104.2 44,727 127.3 54,634] *Scholastic Magazine ....... 11.6 5,013 11.6 5,002 - 
Mr. D’ ~— . a 5 - i Marper's BASGAF ...100s00 SOC.B GOSOT U00.8 TABOR E THIS occcccccccccccccvccsvs 226.6 97,236 247.7 106,306 A 
Mr. D'Arcy made the familiar/Growers’ Exchange, while Miss} pojland’s ........-..0.++++: 16.1 12,247 16.8 12,742] *This Week ................ 28.9 29,841 27.8 28.712 9° 
point that advertised products have | Emme told of the first Ingersoll dol-| Home Arts Needlecraft..... 6.5 4,475 9.4 6,410] *United States News........ 20.4 42,728 29.6 61,777 s] 
to be good because they are iden-|lar watch, a misnomer since it cost| Household .......-.++++00+s ee ag bh ip ate ms i — ——- ae th 
tiflable, and any lack of quality be-|$52,000. She told of how large ad-|JUNIOF, Meawue | wi eee oes RT 45001 | et STOMP verre e eee sea assesses 
comes a two-edged sword which de-|vertising appropriations become in-| yademoiselle .........++++: 21.1 9,094 24.2 10,404] **Five issues for all weeklies except Time, which had 
stroys the manufacturer. As Mr./significant when distributed over| McCall's .........0-eee+e005 56.0 38,091 63.2 43,107] four in 1937. ; 
D’Arc ut it, any compa i million ap havenesedaks 38.1 16,346 53.3 22,902 *Figures provided by publisher. Mave 
y?P y pany which s of packages. Photoplay ...cccccccsccecers 16.0 10,934 23.0 15,642 {Four issues in 1937. be 
—————______—_=—_ OOO —— Pictorial Review ........... 30.0 20,407 39.4 26,843 tNot included in total. : 
EE cocks cecka Baek een nek a 23.2 9,975 24.8 10,655 tNow 224 lines to page, formerly 429. pia 
True BtOPy .cccccccesecseecs 51.9 22,288 68.4 29,374 §Now 429 lines to page, formerly 700. a as 
————= 1edu 
, M - Lina e current total being 198,466 as com-|as compared with 19,623 in 1937, a Pyare 
C+2% to A AAl agazine Lindadg pared with 235,227 in 1937. gain of 0.2 per cent. Outdoor maga- | ° 
f N b The mail order group was alone }|zines carried 73,109 lines as com- pe 
or ovem er in showing a plus percentage, re-|pared with 83,937 a year ago, a Tr 
12 OOO l % D porting 19,658 lines for this month |drop of 12.9 per cent. oo 
$125, to over $1,000,000 Shows 20.6% Drop Ps &’" * in 
Ape ee tio 
New York, Nov. 10.—An optimistic . 
A recent name-by-name analysis of the type ; ize of conce indicator of business trends ap- th 
id y he type and — “ — peared today in the November maga- wi 
reached by Dun’s Review shows unusual coverage of those active zine linage report issued by Publish- in; 
companies which have substantial purchasing power. In the ers’ Information Bureau which a 
; eee . . cs ' ; ; y é he upward climb 
manufacturing and wholesaling fields, for instance, 17.5 ‘opie showed that t ret 
6 g helds, for instance, 17,869 — started in September continued to Cir 
go to companies rated $125,000 to over $1,000,000. gain pace for the third successive 
month. Although the November to- = 
ANALYSIS BY SIZE AND TYPE. OF COMPANIES tal of 1,388,458 lines was a decline of 
Dun & Brapss R : °0.6 per cent from the 1.749,653 total 
a ih tera ‘n November, 1937, the month’s 
ay volume compared very favorably 
ry ‘ sé ; with totals for previous months this 
ire of Compantes .~ ‘ e = 
ade 3 == year. 
Beginning with January, com- 
Manufacturing 13,37! 3 6,481 14.6 O15 12.6 25,466  §7.2 varative magazine linage totals 
Wholesaling 4495 10.0 4,281 yA 2,9¢ 6.7 11,742 26.4 showed successively greater de- 
" Banking, Insurance, clines for 1938 until August when 
= prepay ot Rated 45871 4,071 9 a 23.1 per cent drop was recorded. 
All Others (Include Percentage figures since then indi- 
Retailing , Trans ; ; at ‘ _ 
portation, Com- cate that the trend may be in the 
= munication ) gS; 2.2 54 o8 1,817 gt ass ow opposite direction. The September 
% Totals 18,852 42.3 11,186 1ae6e 26 aN decline was 21.8 per cent, that for | 
eS ; pines October, 21.4 per cent. | 
= Entree to these concerns 1s through their chief executives: 20,283 are President Weekly and semi-monthly maga- ' 
5 1,849 are Owners or Partners; 124 are Chairmen of the Board: 1,9 gy are Vice zines, reporting October linage, 
c:. Pn nts; 2,075 are Treasurers; 2,377 are Secretar \ breakdown showing also improved on September totals. | 
Es the number of officers in companies by type and size groups is available.) The October total was 848,157 lines, 
= Average (6 months) Total Controlled: 44,729; Average Total Edition: 50,806 a decline of 25 per cent from last | ‘ a . 
. Complete figures appear in a recently issucd CCA report. Copies of this audit year’s total of 1,131,824 lines. This | Picture of a T. B. M. trying to untangle conflicting interpret 
now available and will be sent upon request compares with a September decline | tions of the new consumer purchase survey by the Departments 
of 32.6 per cent. , 
he of Labor a ! 
| November linage in general mag- nd Agriculture 
azines totaled 618,843, a 


drop of | 
25.8 per cent from the 1937 total of | 
| 834,831. The standard group re- | 
ported 30,036 lines, a decline of 24.5 | 


CLUE: Don’t be confused by reckless interchanging of terms “uppet 


half” and “upper income groups.” Upper half actually buys moré 
only because it contains most of the biggest buying group of all, 
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of BRADSTREET, INC per cent from 39,829 reported at 3 . as 
anaes . this time last year | the $1000— $2000 income group, which most innocent advertising 
. ( . CHICAGO CLEVELAND y *n's agazines experienced | ° ° ie 
a Pt 0e site tiie Gade it bap gene Women’s magazines experienced | course diploma holders usually call “lower income groups!” Send 
a 16 per cent drop, the current total | 
oi being 464,533 as compared with | for the digest to end all digests, “How to Sift the Wheat from the 
S 553,073 in 1937. Women’s group ” ° ; 
“7 aR anin 
13 REACHING CHIEF EXECUTIVES OF LARGE CORPORATIONS |magazines fared similarly, report- | Chaff. Address, True Story Magazine, Room 1612, Ch 
35 —~ —- ‘ing a 15.6 per cent decline with the | Building, New York City. 
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Government Flays 
Advertising As 
Monopoly Breeder 


(Continued from Page 1) 
preventing the misuse of advertising 
power in other fields.” 

The Ford and Chrysler decrees 
differ in only a single particular: 
The former agrees to eliminate from 
iis advertising the name of any par- 
ticular finance company, while 
Chrysler, if it names any finance 
company in its copy, will name all 
other companies that can offer the 
same facilities. Other details of the 
decrees concern collection methods, 
interest rates and relations with 
dealers. 

Hinting at a trust-busting junket 
into advertising on a broader scale, 
Mr. Arnold said that by means of 
the decrees just signed “a step is 
also made toward restricting adver- 
tising to its proper field—which is 
the promotion of sales—and toward 
preventing its use for the fostering 
of monopoly and monopolistic prac- 
tices.” He also expressed the opinion 
that the decrees may become impor- 
tant precedents in “preventing the 
misuse of advertising power in other 
fields.” 

He launched his dissertation on 
advertising by declaring that “mon- 
opoly is fostered when advertising is 
used to put competitors at a disad- 
vantage for the sole reason that they 
do not have resources sufficient to 
expend equally large sums in ad- 


vertising particular products or the 
services of particular companies.” 

“In the automobile financing 
field,” he went on, “vast sums are 
spent by the manufacturers to ad- 
ivertise the services of particular 
finance companies. Other finance 
companies must spend a like amount 
or go out of business. A wasteful 
system of distribution of services is 
thus set up. 


“Evil” in Other Fields, Too 


» “Like conditions obtain in the ad- 
mvertising of commodities,—vast sums 
being expended to advertise particu- 
» lar brands of such common products 
om as gasoline and milk. In the oil in- 
' dustry, to take one example, refiners 
| are deprived of their market because 
of the belief induced by great ex- 
penditure that good gasoline is sold 
nly under particular trade names. 
The use of trade names itself is old 
in our law and has a proper func- 
tion in identifying to the public the 
goods of manufacturers known for 
their reliability and integrity. But 
with the advent of modern advertis- 
ing the trade name has taken on a 
new use. By a variety of modern 
refinements upon the methods of the 
circus barker, advertising is used to 
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Mrs. Consumer to get ac- 
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build up public preference for the 
products of one producer or manu- 
facturer solely because he has the 
most advertising money and can 
make the most noise. 

“To meet the monopoly control 
which this advertising gives, the 
anti-trust laws by themselves are 
inadequate. Such a method of ad- 
vertising has never been held to be 
violative of the anti-trust laws, and 
the legality of its use, in the absence 
of positive fraud, has not been ques- 
tioned. Nevertheless, the purpose of 
the anti-trust laws will be furthered 
if advertising is limited to its pro- 
per function of building up con- 
sumption, and if restrictions are 
placed against its use for the pur- 
pose of giving a monopoly advan- 
tage to the competitor with the 
largest pocketbook. Where advertis- 
ing stresses the peculiar qualities of 
common goods under a particular 
trade name, competitors must either 
go out of business or spend like 
large sums in building up their own 
trade names for the same common 
commodity. The result is either a 
wasteful system of distribution on 
the one hand, or monopoly on the 
other. 

Aid for Competitors 

“The decrees submitted in the in- 
stant cases contemplate the use of 
advertising for the purpose of in- 
creasing consumption without giving 
any advantage to particular com- 
peting companies whose services are 
equivalent. Both the Ford and 
Chrysler decrees wholly forbid the 
manufacturers to make their selec- 
tion of a particular finance com- 
pany and give it exclusive advertis- 
ing as their favorite company; and 
each decree specifically limits the 
right of the manufacturer to endorse 
or advertise any named finance 
company at all. 

“In other words, the advertising 
money of these corporations will not 
be spent to advance the particular 
interests of the finance companies 
to which they are attached; it will 
be used only to sell to the public the 
plan of financing. 

“There are no precedents which 
compel the adoption of such restric- 
tions on advertising. The proposal 
is voluntary, and is made with the 
desire on the part of the Ford and 
Chrysler companies to preserve a 
competitive condition and not to 
take advantage of the use of their 
larger resources to advertise the in- 
dependent finance companies out of 
the market. The advertising hereto- 
fore carried on by these companies 
has been a potent factor in hamper- 
ing the competition of smaller com- 
panies. By this advertising the auto- 
mobile manufacturers have used the 
weight of their national reputation 
and good will to throw the finance 
business on their cars to particular 
finance companies. They do not now 
admit that the anti-trust laws pre- 
vent such use of their advertising 
power. They are willing, however, 
to bind themselves to a greater ex- 
tent than is compelled by heretofore 
established precedent in the inter- 
ests of providing as economic a sys- 
tem of finance in the nation-wide 
marketing of automobiles as is pos- 
sible. 


New Advertising Arbiter 


“In addition to the limitation of 
the right to advertise particular 
companies where others furnish 
equivalent services, the decree pro- 
vides that the Department of Justice 
may object to any particular plan of 
financing proposed or so advertised, 
yn the ground that it is unfair to 
competitors, and may present its ob- 
jection to the court in which these 
proceedings are pending. This is an 
additional safeguard against the use 
of advertising either to produce a 
wasteful system of distribution, or 
to suppress competition.” 

The independent finance com- 
panies which are not parties to this 
suit are not bound by these adver- 
tising provisions of the decrees, Mr. 
Arnold said. “They may have all of 
the advantages without incurring 
any of the burdens. No restriction 
is imposed upon their own advertis- 
ing. The decree is signed by the de- 
fendants and approved by the De- 
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partment in the belief that majority 
sentiment in the industry is anxious 
to preserve competition, and that no 
improper advantage of the restric- 
tions imposed upon these two larger 


companies will be attempted by the 
smaller companies through combi- 
nations or otherwise. It would ap- 
pear to be unlikely, in any event, 
that any members of the automobile 
finance business will be able to 
command the resources which have 
hitherto been utilized by Ford and 
Chrysler in carrying on a nation- 
wide advertising campaign designed 
solely for the benefit of a few 
finance companies. 

“It may be said in summary that 
the restrictions imposed by these 
decrees are, first, upon oppressive 
collection methods, and second, upon 
the use of advertising in such man- 
ner as unduly to burden competition 
and to foster monopoly; and that 
these restrictions each confer impor- 
tant benefits upon the independent 
finance companies, upon dealers, 
upon the public, and upon the auto- 
mobile manufacturers as well. 


National Copy “Strangles” 


“The independent finance com- 
pany is free from the strangling 
effect of a national advertising cam- 
paign carried on by the manufac- 
turers in favor of particular favored 
finance companies. It may compete 
on the basis of rates and services 
alone, and secure, according to its 
abilities, a fair and equitable share 
of the business. Dealers are free to 
select whatever finance company 
they may desire, without coercion 


by, or retaliation from, the manu- 
facturers. The public is given the 
benefit of advertised finance plans, 
approved by the manufacturers, 
which they may use as a yardstick 
to measure the performance of any 
particular finance company; but at 
the same time the public is free to 
make its own choice of that plan or 
any other plan, or of any particular 
finance company. The government 
is given a voice in determining the 
fairness to the public and to com- 
petitors of any plan that is adver- 
tised. The public is also assured of 
financing at competitive rates, and 
specific limitations are placed upon 
unconscionable financing charges 
and upon unwholesome finance 
practices that have been too com- 
mon in the past.” 


Depends on Outcome 


Mr. Arnold pointed out that the 
effectiveness of the Ford and Chry- 
sler agreements depends, to some 
extent, on the outcome of the gov- 
ernment’s prosecution of General 
Motors. The former two have been 
assured that in the event the case 
against.General Motors is unsuc- 
cessful they will be free to compete 
on an equal basis. In view of the 
predominant position in the auto- 
mobile field occupied by all three 
companies, he said, the government 
cannot expect to restrain only two 
of them. 


can prove. 


MANAGEMENT. 


DOLLAR SIGNS Mean 
More than NUMBERS 


In the hospital field, measuring circulation by numbers means 
very little—what the advertiser needs is concentrated, undi- 
luted circulation to actual buying units... the kind of 
circulation HOSPITAL MANAGEMENT provides. 

Measured in numbers, the subscribers to HOSPITAL 
MANAGEMENT are pretty small pumpkins, but in the 
hospital field a small circulation—when it is concentrated 
and undiluted—goes a mighty long way. 

Measured in buying power, the subscribers to HOSPITAL 
MANAGEMENT stack up amazingly well—they spend far 
more than their share of the billion dollars that the hospital 
field pours into the stream of American industry every year. 
And they provide inquiries and orders for advertisers at a 


far lower rate than other publications in the field, as we 


If you want to sell to hospitals, the easiest and most 


economical route is through the pages of HOSPITAL 


Hospital Management 


The National Magazine of Hospital Administration 
100 E. Ohio St., Chicago — 330 W. 42nd St., New York 


Pacific Coast representatives: Don Harw ay & Co., Los Angeles and San Francisco 
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Realty Copy Needs Retail bintge Index of Retail Activity in 80 Important} 
More Than ‘Beauty, Past 31 Weeks Markets 


Chicago, Nov. 11.—For the week Based on total retail advertising volume in all newspapers in each city. 
Hoffman Declares (sie: N%.8.22°4 ey eke, (Copyright, 1938, by Advertising Publications, Inc. 


lessened declines from 1937 levels 


————_ 
. by showing a loss of only 4.9 per % Gain % Gain 
National Real Estate | |cent from the corresponding week ts- Week 1s. Week iss Week or Lose oF Loss a asi 
sates : , eric rerio erio 4! 433 2ek 2ek 6% (a: 
Board Conclave Hears rol og : _ red smalle ol per- Ended Ended Ended over over Ended Ended — 
N } p } T centage of decline shown in the past City” Nov. 7,1936 Nov. 6, 1937 Nov.5,1938 «1936 ——«:1937__——Nov. 6, 1937 Nov. 5, 1938 Loss 
ystrom, atTman, too 31 weeks, according to the ADVER-|7,{;;on. oO. ........... 14,408,820 14,599,283 10,208,339 —29.2 —30.1 314,239 233,363 ors 
|TIstnc Ace Index of Retail Activity.| Altoona, Pa. .......... 5,637,469 6,058,885 4,672,610 -17.1 —22.9 144,732 94,752 ges 
Milwaukee, Nov. 10. — Increased| Total linage for the 80 important | ee a. Bane sess tythyer tpt 342 tytry tt 1. : . os 350 O00 “ = +14 
competition and a trend to more markets included in this Index, 30) Sirmiaghem “hee. pore 10,266,100 11,129,636 10,817,464 ;. 4 —2'8 040.520 281 502 Lit 
uniform quality among producers of which showed gains, was 22,710,-| Foon Sas 17,979,183 17,694,938 16,474,277 re —5.2 472,948 576,155 4 ; 
are two factors which have served |594 lines for ge week reported, a) pridgeport, Conn. ..... 8,130,344 $,681,492 7,748,926 -4.7 10.8 224,560 220,052 
to make selling a problem which|!oss of 1,173,477 lines from the 23,-| Buffalo, N. Y. ........ 14,910,906 16,459,182 14,013,400 —6.0 14.9 454,412 354,816 = —2 
must be met by more than merely | 884,071 line total for the 1937 week. | ee hoes 4 — ryt aan — yet a Sa Be gts eae 
“beautiful” copy, Harry G. Hoff-| For the first 45 weeks of this year) —— aa —— 1 ——— CET T TTT wrt or 5 —— + an Se x 
man, senior partner of Hoffman &|¢nded with the date reported, all Chicago, Ill. .......... 26443-7123 28. 804.315 26,203,022 my 90 682,979 611,701 —14 
York advertising agency here, told| Newspapers in the Index cities) Cincinnati, 0. ......... 14,536,929 15,395,490 13,168,892 —10.1 —14.5 450,472 386,972 14 P 
the National Association of Real|Showed a total of 811,774,593 lines | (leveland, O. ......... 17,374,718 8,485,204 15,322,559 “ine =i 456,591 381,384 = —ifi] tl 
Estate Boards at its convention to-|Compared with 914,714,956 lines for ren Ot a ——— — ooo 5 5 — 
day. [the comparable period of last year,| Daven TOM occ Tegeeissa anand = SOBLNSE = P52 8b 206TH 
Mr. Hoffman’s remarks dealt with|@ loss of 102,940,363 lines or 11.3) Dayton, O. ............ 11,940,744 13,549,692 11,380,454 —4.7 —16.0 334,992 726.250 +16; ian 
both general and real estate adver- | Per cent. Compared with 1936, this) Denver, Colo. ......... 8,950,123 9,200,580 7,307,821 18.4 —20.6 244,435 27,802 —; 
tising and followed earlier ‘sessions | Yea? shows a loss of 7.7 per cent. Des Moines, la. ....... 5,559,615 5,723,171 5,499,439 1.1 3.9 186,819 145,563 2 § 
which were addressed by Paul H. Only four of the first 45 weeks grab Mich, .......-- 18,762,125 19,551,680 15,868,658 ste #8 pete peg : 
Nystrom, professor of marketing at|f this year have shown smaller de- ierte “Pa peed eeaee 6,424,750 8,121,264 7,683,014 19.6 ~5.4 242°956 184,310 ~ . | 
‘ Columbia University and Congress- | clines from 1937 levels than was} j; vansville, Ind. ....... 11,341,218 11112.319 10,609.53 ae ie 1.5 208.670 216,220 7 
man Wright Patman. | shown for the current week, accord-| Fail River, Mass. ..... 3,019,558 3,045,733 2,787,208 = =—7.7 —8.5 77,468 81,531 
The beaten path to the door of |in8 to the following table which| Flint, Mich. .......... 7,832,860 8,024,142 0,223,982 20.6 22.4 iys,212 156,702 2 
the best mousetrap maker is a|Shows percentage of variation from | (rs = —reee 6.343.162 741,398 122 — 25:3 120,384 i0 657 a 
thing of the past, Mr. Hoffman de-| 1937 levels for each week of this] Grand Rapids. Mich, .. 8.199196 9°193.024 7460.94 90 —18.9 916,972 172.704 2 2 
clared. “Today,” he said, “keen year: Greenville, S.C. ....... 5,219,527 5,878,848 5,794,457 11.0 1.4 142,360 150,118 : 
competition keeps quality on anj|Jan. 1 ..........cccccceeeee — 09.8) Heuston, Tex. .. 12,787,594 14,354,746 14,291,064 11.8 0 13,694 SY,616 = : 
equivalent basis and success begins|Jan. 8 .................... - 2.4| panei? ag - 38 iad te - ths a pg - ¢ : 5 —s 4 44 te oa ¥ : 
a and ends with selling.” NE SAP ee Pw ~ 3.7| Jersey City, N. J. 1... 21064480 2 046,134 1 802,820 127 —11.9 70,453 52.725 2 : 
Copy Factor Overlooked DM clocsevepataeensy ann §.1| Kansas City, Kans 2,172,585 2,353,056 2,417,938: 11.3 2.8 66,836 9,304 F 
Citing advertising as one of the Oe Sree are ree 7.2 ¥ = ee he pe 7 “— et. : oh oe ; pi ps te ae ' : aa a +t ae : 
most powerful and basic selling in-|Feb. 5 ..........++++++-55. = 7.4 | pee y oncee pre Cal. : sherds 02'413 310 20,142,019 re -10.1 590.001 487,522 iain 1 
struments, Mr. Hoffman asserted | Feb. 12 ............0000555 — 7.7| Louisville, Ky ‘ 13,970,571 12,183,313 naa —12.8 359,492 318,549 —11L) 
that the selling effectiveness of real | Feb. 19 ............00e50e. — 6.8) Lynn, Mass - 8,497,096 8,675,056 6,848,630 22.2 21.0 210,042 188,860  — &§ 
estate copy is an often overlooked Feb. 26 ...............++55. —11.4| Manchester, N. H. . HZ, 727 4,261,512 $158,482 rss 3.5 109,522 1,209 = 4 
factor in varying sales curves. March 9 .........eeeeeeees —14.8 rape ty a sa: Se yy ee pee s ‘8 rey +44 ge a OU 
“Many advertisers,” he declared,|March 12 .............++-.. —16.6 | + palette J “Ming ms Tether 3916212 11,647,496 13 9.8 sia 308,205 4 5 | 
“have sometimes unknowingly pur-|Mareh 19 .............0.-.: —18.3| New Bedford, Mass 2,889,192 2,945,306 2,703,148 6.4 8.2 71,680 85.946 4 ee 
chased advertising that was beauti- ET cal ons areca ee oe —14.2| New Haven, Conn 7,887,152 S,2S1,S4¢ 7,846,426 0.5 5.3 LYS 982 14,648 : | 
ful but dumb, which is much the |APTil 2.0.0.6... ee eee eee — 0.9] New Orleans, La 17,076,325 17,299,549 16,286,675 1 4 aveveee Stas , 
same as buying a fine automobile April D vere eeceesecenness — 5.3) tho S : rf O74 139 "S585 v12 fF w7338 0 2; 0 "118,003 | 
minus the motor. ai th» Ee — 9.8) Norfolk, Va S 371.274 5 396.726 6.090.502 { 3.7 219 898 
“These advertisers put advertis- i >: ee ee ie, Cocke er —15.7| Oakland, Cal 6.798.020 6. 7NN.0D9 6,307,746 6.5 6.3 137,736 2 | 
ing in a luxury class with orchids ‘bhi th cdl REEL —10.8 | Oklahoma City, Okla 9,734,533 10,856,762 10,195,800 5.8 — h 257,600 
and ringside seats and then cut it/May 7 .......-.....-.-00-. —12.3 | a a = , apr ogtt gregh on aee tas .s +" 787 06 
out when sales slow up under the May 14 CeCe Hee ee ecreseees —14.8) Amarr ‘ ave os Pett 98 “€'329 268 “6.577 382 1 ° as seermec 
erroneous belief that they econo- May 21 tees tee eee 14.3 | Pittsburgh. Pa 20. 3N1.466 91.942.71S i7.1,;9.190 15.7 31.7 576.744.  ®#4480.738 
mize. By so doing they manufac- May 28 .. cue 14.7] portland, Ore 10,729,549 11,298,800 10,256,766 14 9.2 263,592 284,298 
ture recession and depression.” June 4 14.3 | te Providence, KR. I 11,873,072 12,319,187 9,020,566 24.0 26.8 269,940 320,550 1 
Prof. Nystrom offered a vigorous June 11 . —14.9| pe yee *. ae ano pty tt mer 73¢ ; ; 7 oe yt eats 
criticism of the merits of the Patman June 18 . 14.8 fiicchone - Y 7 na a — pe } ae 3 = reo : stiea ; 361.072 
proposed chain store tax, asserting June 25 16.9 Ito k l land Moline. ; 13 S44 8.090.045 7422'336 “0.9 8.3 239° 946 224938 H 
that “it will demoralize real estate July 2 ae 14.6 | Sacramento, Cal 1,726,626 7,641,197 H.S53, 18% 11 10.3 174,118 161,910 i 
values, wreck central business sec- July 9 os a We 14.4| San Antonio, Tex 1 640,075 5 697.300 5,516,436 2.2 3 9 155,838 137,757 = 
tions and make ghost towns out of July 16 13.0 | a ee ace Jhansi vn not 7 btn . co ae ath ih ee 
them.” July = . 13.9} 58" Francises, Cal 13 699,457 14.023.512 12,874,515 6 0 s 2 8,632 43,197 ()' 
Seattle, Wash S670. 382 K URS ARP &. 468.139 2.4 — Fh 299 072 953,791 } . 
He made this charge after Con- July 30 : TeThi ecco 13.3] south Bend, Ind 7,771,836 8,225,704 6,119,440 21.3 25.6 197,401 168,110 " 
gressman Patman had outlined his, 4U8- 6 13.1| Spokane, Wash 6,513,833 6,812,162 6,357,046 2.4 6.7 163,912 01,502 : 
proposed measure to the conclave. 4U8- 13 . i Se de ndrdnnontn mesos bso" toate an a ae a thes ’ 
Enforcement of such a bill, accord-|4U8- 20 . . A= Fa, ee .s,aeeeee 10,411,726 Ppt} oe ge o02 508 , , 
ing to Prof. Nystrom, will create Aug. 27 . eee 13.1 igang Weak py tt $35 5 503233 ; seneaa a - : aa phy 4: i 
higher retail prices which will mean Sept. 3. 11.9) Tampa, Fla » 069,138 5.353.800 195,074 2.5 2.9 125,076 : 
fewer goods sold. Sept. 10 8.3) Terento, Ont... Can 17,641, 72¢ 16,857,890 15,015,594 14.9 10.9 97,503 
“This in turn,” he added, “will Sept. 17 12.3| Trey, N. ¥ SAN ou2 759,651 3,498,068 + 0.2 6.9 107,352 - 
mean less production, less opportu- Sept. 24 9.2 segs Dae a D. ¢ . + r . Rig tigi on'ben as - S'9 yt = . 3: 
nities for employment, longer relief Oct. l 15.5] worcester, Mas LO, 489,965 10,789,487 W675, 904 iS —10.3 259,410 209,832 l ' 
rolls and more depressions.” Oct. 8 12.7) Youngstown, © 8,032,156 7,926,507 6,316,179 21.4 20.3 ISS.464 143,602 — ( 
Oct. 15 9 = : isis oe aaa 4 
- + - ry a aa Total 844,379,737 O14,714,956 811,774,593 7.7 11.3 23,884,071 22,710,594 4 S 
‘ , q cre Times res ‘ cont 1e< a’ Gas 
Stuyvesant Moves nai 7.2 deer Yas Auauctene aasceadinant tans 94. seat 
Stuyvesant Photo Engra\ ing Cor- WON +) 1.9 oe . kly Times-Union discontinued June 8, 1837 ae ( 
7—y will occupy new quarters Dal ge fe Pagers, A rey a Sen ae eee ee 
in the America ogri : j , T ul f 1. 193 
52 E. 19th atrect, New York. Dec. i, CORNELIUS BLAUVELT, HProvidence Tribune discontinued May 1, 1938 
GILLETTE SALESMAN, DIES 7 
Chicago, Nov. 8 Cornelius A.|° years He was an active member | England for several years, died here | Press-Journal since 1887 and wid 
FIRST Blauvelt, sales representative of the |?! the Dotted Line Club. last week. In 1918 he became vice- |known Missouri newspape! - | 
Gillette Publishing Company, died — president of the Lewiston Journal |died here yesterday of pneumo! 
The FIRST weekly alcoholic beverage trade paper at his home here yesterday after an HARTLEY LORD PASSES Company and president in 1925. He would have been 86 years ‘ 
= to be recognized by the C.C. A. illness of a few weeks. Kennebunk, Me., Nov. 8.—Hartley ws a i — erly 
q BEVERAGE RETAILER WEEKLY He joined the sales staff of Gil- L. Lord, 63, former publisher of the MISSOURI PUBLISHER DEAD sea ‘ A for the paper W ! 
-_ lette 12 years ago, after serving! Evening Journal, Lewiston, Me., and Louisiana, Mo., Nov. 8.—Isaac N. | PUrenase d in 1887. 
~ 1000 Ereoduag: Now Vash, 0 ¥. F. W. Dodge Company for a number an executive of textile mills in New | Bryson publish r of the I ouisiana “oe 
“le G-8181.9-2 A athe ‘ ‘ 5 A y: : : , > ad Ss ‘ » * 
* Circle 6-S181-2-3-4 United Films to Chicago | 
: United Films, Inc., has moved 
executive he: adquarters from Ch 
Francisco to y bidg., 
way Make Your cago. Bruce Thomas’ vi ice-pre id 
+ Ad i i and sales manager, is in chars 
; vert s ng the Chicago office. 
: Command .. Cl ( y ri I QO rt Wason to Leave 


T. H. Wason will leave the mee 
department of Lord & Thomas, © 
cago, Nov. 15. He joined the age” 
about two years ago 


To win in the keen advertising competition of 


today, advertising must stand out— MUST DOMINATE. 


This advertise- 
ee Sonaae Fine Typography, Engraving and Printing are very 


was produced 


Ut it’s ortetk to 72 
=F = by Faithorn. essential elements. You'll find all THREE at Faithorn. WE SOLVE IT! 
SS SSSrS. | PRINTING Translat 4 pub It For 


itions and publicity in a 


ee guages Advertising 5t! ; 
ol tion & Make- Up for ait Languat 
E Day and Night Service ; FAITHORN CORPORATION and charee regularity “A ter a8 
es © 504 SOUTH SHERMAN STREET - CHICAGO _¢ Phone Wabash 7820 GEORGE sTAVROU 
ay | 132 Nassau St., New York. N 
* j 
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ADVERTISING LINAGE IN FARM PAPERS FOR NOVEMBER 


Pages Lines Pages 


Lines Lines Lines Monthiies 


Pages Lines Pages Lines Lines Li 
Poultry and Poultry ane 
Livestock Livestock 
-Commercial Display -—Display— —Commercial Displav— ——Display 
1938 19 1938 1937 WS 1937 1938 19 
American Cotton Dakota Fermer 18.4 14,279 14.2 11,032 
Grower BS 7 2 0 \ 2,625 ‘va ake -.+- | The Farmer “Fe . 29.6 23,229 20.9 16,402 ‘ 
*American Fruit Grower 7.9 ) i s 3,839 Indiana Farmer’s Guide 12.2 9,635 10.8 8,530 70 
| American Poultry Jour- Idaho Farmer ...... 19.1 14,505 22.2 16,833 ; 
| ; nal: : Kansas Farmer ..... 9.8 7.522 12.3 9,366 18 4 
Eastern Edition 13.5 82 15.7 6,776 1,588 1,055 | Michigan Farmer 15.0 11,555 14.7 11,344 1,040 1, 
| breeder's Gazette 8.8 O64 8.7 3,945 1,252 1,084 |) "Missouri Ruralist 12.4 9,458 35.2 26.810 1,797 
*Arkansas Farmer es 1.4 3.379 4.6 3,530 1230 150 | Nebraska Farmer 23.9 17,467 22.6 16,525 1,478 1 
California Citrograph 26.3 17,720 10.1 20,241 ‘Average 4 Editions 25.0 18,239 73.8 17,374 2.164 3 
Capper's Farmer 28.1 19,152 28.1 19,149 0 8 | New England Hom: 
Country Gentleman 3.8 23,038 41.3 28,100 170 118 stead te 7.838 17.8 12,481 24 1 
J |} Country Home 16.0 10,884 20.9 14,245 0 36) Ohio Farmer 16.0 12,303 17.3 13,308 76 | 
4 . Farm Journal 27.9 12,00 41.9 17,989 123 99 | Oregon Farmer . 18.1 13.752 27.0 20,471 : 
§ ‘he rates for this department ,are as follows: » > + *Florida Grower 10.0 6540 18. 9,273 |} Pennsylvania Farmer... 20.2 15,544 15.9 13,2387 cu 
BS Help Wanted,” “Positions Wanted, “Representatives Wanted,” ind |*Hoosier Farmer 16.5 7.434 10.5 4,725 Prairie Farmer 
é Representatives Available,” 30 cents a line, minimum charge $1 rerms|*Kentucky Farmers Illinois 27 19,90 99 21.839 14 
H vith order. ; ; ae CaF Home Journal — 1.0 3,17 5.2 6,12 182 84 | Indiana 7 19,90 6.1 19,039 “e 
; \ other ¢ lassifications (single insertion rates) % in., $2.75; 1 tos n., *National Livestock bane : } Rural New Yorker 13.¢ 10,67 14.7 11,595 1,461 l 
6475 per inch Write for descriptive folder describing discounts for term Producer ae 4.4 3,257 0 3.69% Wallaces Farmer & 
’ ns Nation's Agriculture 4.9 2.243 3.6 1,644 | lowa Homestead 29.2 22.901 28 22.165 1.946 
*New Jersey Farm & Washington Farmer 18.2 13,797 26.8 19,518 , 
Garden xe ‘ 16.4 7.384 13 6.016 1,12¢ 852 | Wisconsin Agriculturist 16.6 13,045 17.5 13,786 4s8 
HELP WANTED POSITIONS WANTED — Farm Bureau - - - 
— : Se Pe pp ee re News : 10.8 4,895 12 5.547 600 300 Total Group ........ $9,433 18,352 17,373 19 
| GOOD ASSISTANT ro EXEC rive Bealiee Seinene 
Young man, 24; good correspondent; | Raatemen Waitine 4 6.141 17.1 . e 1.92% 1.519 Weeklies (October) 
SALESMAN } Jr. exec, wee é adv. agency, sale8/ progressive Farm er- ¥ Four issues unless otherwise noted. 
ONTACT ADV. AGENCIES | prom. and dealer contact exp.; now Rethave Gacntint Capece’a Weekiy o 8.309 e 8 626 
employed, For details, address Carolina-Va Edition 0.8 15.19 S 4 ATT Dairymat I ' u 
. . > = 4 "he oT " oa e he ; o i ‘ i é ty “ o wa pad i ian sS ee@ég x td 
\I able to get to - heed men in Box 1569, ADVERTISING AGE, ( hgo. | Georgia-Ala. Edition. 208 14970 290 21.168 19 a “Cts in 63 1595 ; 4.188 an 
the agency field and sell them trendy | COMBINATION OFFER! An idea, lay-|  Kentucky-Tenn. Ed. 21.5 15,710 28.5) 20.795 12 S| Pacific Rural Press 
sary service, . a. sme arom ’ |} out and copy man—all in one for the Mississippi Edition 21.1 15.407 28.4 0,705 27 28 | Northern Edition $8.6 £29,192 ».4 29,792 1,733 
j who has a wi e age me # “C-! price of one! Ten years exp. adv., Texas Edition 21.0 15,308 28.6 20,851 78 154 Southern Editicn 4.9 £26,393 3.3 5,175 1,941 
B 4 nee and a record of a get merchandising, sales prom. Refer- All Editions f 18.5 13,520 23.2 16,982 } All Editions 32.2 24,384 1.1 23,555 1,733 
= plishment 7 offered Foe ar he wees ences, samples. Young. Md. tAver. of Editions. 21.0 15,318 28.6 20,839 29 17 | Semi-Weekly Farm News 
t and an opportuni 2 J olian Box 1557, ADVERTISING AGE, Chgo.|+Rural Progress 8.2 6,634 | Friday Edition . 89 9.443 2.9 $7,069 
: ' ‘ y org: hi ) . 
Band i a scan, “Give caunenial Southern Agriculturist. 19.1 13,401 22.8 15,618 Tuesday Edition $ 6,480 2.0 4,818 
¢ going aces, ' 4 Oo 4 2 . 1. . - » - £ > : . . 
i & - Bnav ¢ oa 41) for inter- REPRESENTATIVES AVAILABLE |} Southern Planter 15 : + 4 4 . ‘ 14 + 1 : 7 Weekly Kansas City Star 
| ati ‘ Successf “arming if 6,412 8 18,85 6 s isso Slitic ‘ 8 7.7 19,132 546 
© viay CHICAGO representative available | SUCcessful Farming a - wet enition ™ ma se 
3 . = () VERTISING AGE, Cheo.) for id-West coverage on national - -or - pe - 
S ; ADVER mi : ag a oF —e 61.040 115.8 7 464 s © ~_ - 9 795 ) 9 a5 
4 magazines. Experienced, able and | Total Group 261,046 1¢ ‘ rotal Group 99,79! GR NS 1 4,528 1,69 
: POSITIONS WANTED clad a ar A AGE, C1 | Semi-Monthlies (October) Dailies (October) 
ot - - Box 1567, AD IRTISID 1 rh, 160.) arizona Producer 18.1 14.191 14.5 11,403 . Chicago Daily Drovers 
MISCELLANEOUS |} Farm & Ranch... 22.0 16,660 26 19,876 254 163 Journal 12.8 27,271 18.9 40,381 9 17,995 
Si + ean enienar tain —_ Warmer-Sto : 17.1 12,986 18.6 14,128 iIKansas City Daily 
o ‘ce pp oO oO? EXECUTIVE " “ . sCT- a Farmer-Stockman , ! --iKansa it) ails 
ALES PROMOTION * PO a gy — yg yg ey aoe Hoard’s Dairyman 14.0 10,206 16.0 11,711 2,458 130 Drovers Telegram 27.5 58,540 36.1 77,009 9,044 18,540 
> i ‘ ’ : -) . Q 7 77 ron | 
" % — , - : Missourj] Farme1 S.4 6.614 Fe 7.749 184 9 |Omaha Daily Journal 
g AVAILAT Li IMMEDIATEL) : +f Bi ay erg gy dy ae US | oduces | Montana Farmer 13.9 10.508 1S 4 13.967 S OS | Siockman .2 62,189 9 85,024 2 70 6,701 
i fteen years experience: training nc dpc. Dranren ners aye rary, | Utah Farmer 1s 4,192 22.5 9.663 498 ‘=| St. Louis Daily Live 
Fifteen 3 ieveloping dealer helps, di- NO TYPESETTING and ENGRAVING | Western Farm Life 13.9 10,923 14 11,614 108 "5 Stock Reporter 12.7 27.028 20.4° 43.683 S52 g.e72 
‘ eer ntati yn l rtf i EXPENSE! ~ | ~ 
rect il yresentatlo 0 oOllos, = ; ah : og 9 & G3 wn . = ae ‘ *¢ 
{ a pr ian campaigns Platform | Ideal process for reproducing all tynes Total Group 99,080 100,141 se ane | Total Group 135,955 ees SHOek Shevs 
4 efore consumer, dealer and re-| of direct-mail literature, instruction -Weeklies (October) . 
; , etings Can get along with} sheets, house organs, salesmen’s man- weastadeaareunite — . *Figures provided by publisher 
S  nle——take instructions—get things | Uals, portfolios, charts, et Two issues unless otherwise noted. Not included in total 
B done expediently Married, two sons, | Short runs without penalty American Agriculturist 16.8 12,257 22.2 16 7 120 446 Five issues 
‘ Will go anywhere Sensible | 900 COPTES (8 %%"xll”) $2.65 California Cultivator 26.2 19,879 24.8 18,794 ; , | ‘Three issues 
7 ' requirements. Replies kept} Additional hundred copies only 22c 
; nfidential Address: Eve 3 , _— 
} ; “ven lower prices for quantity buyers | | a 
. & ye 5 . : ali » sy - - 
box 1566. ADVERTISING AGE, Chgo. All sizes supplied. Send for free idecline of 28.8 per cent from the Westinghouse Launches 


college training; six 
and advertising 


menzen, 


young 
yeurs newspaper 


in 


fields, desires position in trade paper 
hous rean editorial field, Good 
ferences 
7 Box Lit ADVERTISING AGE, Chgo. 


An ageney man wants the backing of 
‘ ble eeressive agency that will 
! to use his merchandising 
dvertising experience to 

d maintain new accounts 
ADVERTISING AGE, Chgo. 


Earnings of 
Advertisers 


rt 


' Hudson Motor Car 


Net loss was $1,682,468 for the 


third quarter, compared with $805,- | 


{ 097 for the like 1937 quarter. For 
a nine months, net loss was $4,442,- 
99 000, compared with net profit of 

| $258,378 for the first nine months 


} of 1937. 


American Telephone & 
Telegraph 
Net income was $35,502,383 for 
September, compared with $43,578,- 


1s 447 for September, 1937. Net in- 
9 come for the first nine months 
amounted to $111,550,421, against 


$132.062,410 for the same period a 
veal ago. 


Coca-Cola Company 


For the quarter ended September | 
), net profit was $8,584,792, com- | 


( 


) 


pared with $8,491,700 for the third 


de juarter last year. 

n Addressograph-Multigraph 
Net profit for the first nine months 

- mounted to $706,187, compared | 
th $1,544,702 for the first three 
rters of 1937. 


General Motors 


Report shows net income of $5,- 
5 7,804 for the third quarter ended 
- sept. 30, compared with $44,481,237 | 
“4 September quarter of last 
: Net income for the first three 
rters amounted to $38,478,615, 

nNpared with $155,142,263 for the 

1937 period. Net sales for the 

i quarter aggregated $171,808,- 
L 4, against $375,510,034 for the 


me period in 1937. Net sales for 


QUT «LETTERING = NLLUSTRATION = RETOUCHING 
S20 WORTH MICHIGAN AVENUE - DELAWARE 4855 


informative Manual 
Laurel Process, 480 Canal St... VN. ¥. C, 
For 
York 
phone 


a trained representative in 
and the Metropolitan Area, j 
WAlker 5-0527. No obligation. 


=~. 
YOU CAN USE THEM TOO! 


Samples free 
GRAPHIC ARTS PHOTO SERVICE 
Third & Market, Hamilton, Olrio 


Inine months totaled $694,585,433 
;compared with $1,212,772,783 for the 
first nine months of last year. 


Hershey Chocolate 

For the quarter ended Sept. 30, 
net profit was $1,335,980, compared 
with $1,193,592 for the September 
quarter of 1937. 


International Business Machines 
For nine months ended Sept. 30, 


| pared with $5,932,706 for the cor- 
responding period a year ago. 


in 


Your business needs these wonderful 
business builders Let us show you 
how other firms are using PHOTO! 
AD - CARDS to their advantage. 


November Linage 
Farm Monthlies 
Declines 17.3% 


New York, Nov. 10.—November 


/linage in monthly farm magazines 
‘totaled 261,040, a decline of 17.3 per 
/cent from the 315,816 lines carried 
by these publications a year ago, 
|Publishers’ Information Bureau re- 
| ported today. This compares with 
a 14.9 per cent drop in October. 
Other farm papers, reporting Oc- 


tober linage today, also exhibited 
losses with the exception of the 
weeklies. This group carried 99,795 


lines, a gain of 0.9 per cent over its 
October, 1937, total of 98,810. 
Semi-monthlies reported 96,280 
lines, a drop of 3.8 per cent from 
100,141 carried in October, 1937. Bi- 
weeklies carried 289,433 lines, a loss 


net profit totaled $6,051,359, com-|of 9 per cent from the October, 1937, 
itotal of 318,352. 


Dailies reported 175,028 lines, a 


|1937 figure of 245,997 lines. Fig- 
}ures and page totals for the individ- 
/ual papers are shown in the above 
table. 


Film Bureau Plans Drive 

| Modern Talking Picture Service, 
|\New York, has completed plans for 
a year’s campaign for its commer- 
cial moving picture’ distributing 
service. Morgan Reichner & Co., 
New York, is the agency. 


Goetz Joins United 

tising manager of Loft, Inc., New 
York, has joined the advertising 
staff of United Cigar-Whelan Stores 


Corporation, New York. 


Stein Leaves Fawcett 


| Frank G. Stein has resigned as 
| Western advertising manager of 
|Fawcett Publications. He took the 
Chicago post in September, 1937, 


coming from Ruthrauff & Ryan. 


Albert J. Goetz, formerly adver-| 


‘Snapshot Contest 
Westinghouse Electric & Mfg. 
Company, Pittsburgh, has launched 
an amateur snapshot contest in be- 
|half of its dealers and distributors 
|in the Greater Pittsburgh area. 
| Contestants must take a picture 
of any Westinghouse electric appli- 
ance or group of appliances on the 
dealer's floor or in the display win- 
| dow. 


Finch to New York 


George B. Finch, formerly of the 
Detroit executive contact staff of 
| Jam Handy Picture Service, has 
been transferred to New York where 
jhe will head the company’s office 
in the General Motors bldg. 


New Post for Belden 


August C. Belden, formerly with 
Blanchard-Nichols, Los Angeles, has 
joined Duncan A. Scott & Co., San 
in 


Francisco, as_ vice - president 
charge of the Los Angeles office. 


| The First 
Western Electric 
5 Kw “Doherty” 


| Transmitter 
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| average net paid daily city and suburban : 
. circulation during October 


~ the LL pomnaaiitive monte in whic cily and. duburban\ 
average net patid daily cireulalion i 


LL TIME HIGH 
ot the moult 


WENTY-TWO new all-time highs for the in the previous year. 


month for 22 consecutive months—that’s how It was the 35th consecutive month in which city 


oe 


metropolitan Chicagoans are registering their and suburban average net paid daily circulation 

appreciation of the vital quality of Tribune news — showed a gain over the same month in the pre- 

reporting, its famous comics and its helpful fea- vious year. 

ture and service departments. The newspaper which delivers the best service 
During October, Tribune city and suburban _ to readers delivers the greatest returns for adver- 


net paid daily circulation averaged in excess of _ tisers. Because the Tribune produces the best 


730,000—a new all-time high for any month _ results, advertisers place more advertising in the 

in history. Tribune than in any other Chicago newspaper. 
Total net paid daily circulation averaged in Regardless of what you have to sell—or to 

excess of 900,000 during October—a new all- whom it sells—you can get better results in the 

time high for any October on record. Chicago market by building your advertising pro- 
October was the 32nd consecutive month in — gram around the Tribune. 

which Tribune total average net paid daily cir- Tribune rates per 100,000 circulation are 

culation registered a gain over the same month among the lowest in America. 


hicugo Tribune 


= THE WORLD'S GREATEST NEWSPAPER 
* . Total average net paid daily circulation during October in excess of_900,000 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


COLOR PHOTO SCORES 
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FRIGIDAIRE MAKES BID TO HUNTERS 


= Se FOR A YOUTHFUL SmiLE ye 
Remember, two months ago we bap ed our ‘4 (prophylactic 
? “ “3 | TOOTH BR Y 
f Today We Eat It! on 


Pro-phy-lac-tic Brush Company, Florence, 

Mass., reports considerable success with 

this display which enlarged a small color 

photograph without losing a single detail. 

Einson-Freeman Company produced the 

display with its "split-spectrum” process 
of deep-etch lithography. 


ates GUESS WHICH 
Frigidaire Frozen Storage Cabinets quickly freeze 4 


game and fish to maintain their freshness and good- ‘ Ped 


| 

j 

. Frigitaire Frozen Storage Cabinets 
} preserve the freshness and good- 

| + ness of fish and fowl for months 


\ 


F| @ Relive the chrill of the catch. Celebrate it with 


your closest frieods moaths after. 


ness. The process of storage is the simplest ever. 
Nothing to do bat co deposit the catch in the cabinet co 
and then forget about it uatil wanted. large quanticies ac greatly reduced prices and stored for 
Frigidaire Frozen Storage Cabinets save monty for your usage at any time. You can have a supply of choice cuts 
household, too! Now you can store a wide variety of the = on hand at all times. 


new frosted (pods. All hinds of meats can be bought in 


-. tO meet any whim or emergency. 
Let us tell you how you can be in a sportman’s paradise — 


=, save money on your household expenses, too— Write today 
~S for complew details. No obligation, of course 
“OUR FRIGIDAIRE FROZEN STORAGE Ea ¥ ) 
CABINET CERTAINLY CUTS DOWN id. y? Frigidaire Commercial Diision 
THE EXPENSE ON MEAT | BUY.” . = A General Motors Sales Corporation, Dayton, Ohio 


1 wane to kaow mofe shout the FRIGIDAIRE Game and Fish 
Frorven Storage Cabinet 


mars Na irs a) 
| = a 


“This copy for a new Frigidaire frozen storage cabinet designed for home use will 
“Bppeer in Country Life & The Sportsman, appealing to hunters who may wish to 

eep some of their bag for future eating. Prices range from $135 up. The = 
tampaign is an attempt to explore consumer angles for frozen food. Lord & 
Thomas is the agency. (Story on Page 25.) 


THE CAR YOU HAVE ALWAYS WANTED - 
AND NOW YOU CAN AFFORD TO BOY 
For As Low As: 
"1063 
(Delivered Chicago) 

SEE {7 AT THE AUTO SRW + MOVEMBER 17.19 


Copy for this car, unidentified save by 

the illustration, appeared in newspapers 

prior to annual opening of the automo- 
bile shows. (Story on Page |.) 


RANGE CAMPAIGN PLANNERS 


Standard Oil Company of New Jersey won second prize in the ninth annual 

outdoor art exhibit with this poster for Essolene. Hayden Hayden was the 

artist, McCann-Erickson the agency, with the poster produced by Latham Litho- 
graphing Company. (Story on Page 2.) 


WRIGLEY GIRL DRAWS THIRD AWARD 


Enjoy 


Healthful 


Third award in the outdoor art exhibit went to the Wm. Wrigley, Jr., Company 
for this poster designed by Otis Shepard, Wrigley art director. Chas. W 
Wrigley Company was the agency, Gugler Lithographic Company the producer. 


MEAT PACKERS OKAY CAMPAIGN COPY 


am tte 
- a ¥ 
= oe 
oe 
———, “ie ~. - a Pal 


Checking final details of a fall and winter campaign for John P. Squire Company, 

East Cambridge, Mass., pork packer, are (left to right) Frank Etienne, art direc- 

tor; John S. Coerna, advertising manager; A. A. Riley and G. G. King of the 
Goulston Company, Boston, the agency in charge. 


ST. LOUISANS STAGE RADIO SYMPOSIUM 


Bruce Fleming (left), executive secretary of the electric range division of National 
— Manufacturers Association; Reese Mills (center), chairman of the 
“SMA range sales committee, and W. A. Grove, chairman of the advertising 


Advertising executives and civic leaders of St. Louis who participated in a radio symposium Nov. 6 included (left to right): 
Miss Edna Emme, general manager of the Godefroy Mfg. Company; Enno Winius, president of Anfenger Advertising 
Agency; Elmer Marshutz, president of Gardner Advertising Company; Kurt Moll, president of A. Moll Grocer Company; 


Sommittee, discuss the 1939 electric range drive. Magazine copy will put major 
emphasis on economy, it is said. (Story on Page 32.) 


ADVERTISING WOMEN MEET AT ST. LOUIS LUNCHEON 
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™ tpeskers’ table at the luncheon staged by the Midwest Inter-City Conference of Women's Advertising Clubs in St. Louis 
ee (left to right): Mrs. Arthur W. Proetz, Gardner Advertising Company and member of the board, Advertising Fed- 
— of America; Bea Adams Mecchella, also of Gardner; Jacqueline Cochran, Bendix race winner; J. S. Norton, Lambert 
."™ece| Company; Mathilde Woltsen, Mutual Savings Bank & Trust Company and conference committee leader; Mrs. 
ft L. LeBow, Hart Printing Company and president of the Women's Advertising Club of St. Louis; Helen Dallas, 
_ ute for Consumer Education, Stephens College; Kay Max well, Missouri Pacific Lines; Edith Ellsworth, Roche, Williams & 
““yngham, Philadelphia, and vice-president of the AFA; Oscar Zahner, Ruthrauff & Ryan; Helen Holby, director of 
club coniacts for the AFA, and Allen G. Richardson, of Johnson, Inc., and president of the Junior Club. 


E. Lansing Ray, Jr., secretary of the Globe-Democrat Publishing Company and president of the Advertising Club of St. 
Louis; Frank M. Mayfield, president of Scruggs, Vandervoort, Barney, Inc.; William C. D'Arcy, president of the D'Arcy 
Advertising Company; and Mrs. George Gellhorn. (Story on Page 34.) 


TRIPLE APPEAL FOR COFFEE 


a 6THE RICHER ROAST 
Coffe DRIP or REGULAR. - | 
M. J. B. Coffee Company, San Francisco, is using a poster in o wien and 
West Coast urging three tests for its “richer roast” coffee. Lord & Thomas 


handles the account, and the poster was produced by Continental Lithograph 
Corporation. 
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Philadelphia Advertisers Using 
the Monitor 
Antiaue Shops . : 
Architects ond Builders ° 
Automobile Accessories . 
Auto Sales and Service 
Bokeries . . 
Beauty and Borber Shops . 3 
Book Stores . ° 
Clothing Stores 
Dairies . 
Department Stores 
Dry Goods Stores . 
Florists . 
Furniture Stores 
Furriers . 
Groceries . ° 
Hordware Stores ; 
Heating ond Plumbing Con- 
cerns . . ° 
Insurance Agents . 
Jewelers . c-«ew¢ .« 
Loundries, Cleansers ond 
Dyers . 
Luqgqage end Leather Stores 
Printers ond Engrovers 
Radio Shops 


101 


Local Advertisers 
in Philadelphia use 
The Christian Science 
Monitor 
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Real Estate Firms . 

Restauronts 

Schools . . 

Shoe Stores ond Repeirs , 

Stationers ond Office -_ 
plies . a a 

Toilors 

Upholstery . 

Miscellancous . 
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_ THE 
CHRISTIAN SCIENCE MONITOR 


A Daily Newspaper for All the Family 


Published by The Christian Science Publishing Society 
One, Norway Street, Boston, Massachusetts 


NEW YORK OFFICE: 500 Fifth Avenue 
OTHER BRANCH OFFICES: Chicago, Detroit, Miami, St. Louis, Kansos City, 


San Francisco, Los Angeles, Seattle . . . London, Paris, Geneva 
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He nlein Party Ban | 
Mera o6,948 Imposed by Czechs: 
"| Chamberlain Home 
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© Photograph by Fairchild Aerial Surveys, Inc. 


PHILADELPHIA RETAILER wrote 

as follows: “To adequately tell 

the results obtained from advertising in 

The Christian Science Monitor would 
require a volume. 


“We have been advertising in this 
medium regularly since 1916. 


“This period has seen a struggle of 
new products against the old, of keen 
competition for the consumer’s dollar, 
when the efficiency of each dollar spent 
by business houses must be carefully 
considered. 


“During the entire period, we have 
consistently secured results. Through 
the Monitor we have gotten more direct 
orders than through any other medium 
of advertising we have ever used.” 


Possibly you have an advertising prob- 
lem that can be solved, partly at least, 
by using The Christian Science Monitor. 
Why not talk the matter over with us? 


Va unite t lette) quoted given or request 


November 14 193 
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